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Product in ad_ 


lettering 


Sir,—The Dunhill advertise- 
ment (May 11) is not the first 
example of a name display 
embodying the actual product in 
the lettering. 

I recall that when Lever Bros. 
ran a series for Vim, they used 
a Vim container for the “i” in 
Vim. This was some 20 or more 
years ago. 

GRAHAM MURDOCH. 
Chelsfield, Kent. 

(G. S. Royds Ltd. asked re- 
cently if their Dunhill  ad., 
which used a cigarette in the 
“Dunhill” lettering, was unique. 
—EbITor.) 


‘Bubbles’ to you 


Sir,—In his television article of 
May 11, Teletaster commented on 
our Richard Hudnut Shampoo- 
with-Egg 30-second commercial. 
Teletaster is apparently of the 
opinion that the cartoon charac- 
ter in our commercial is the 
world-famous “Tweetie Pie.” 

This is not so. It is a character 
created by Griffin Animations 
that we call “Bubbles.” “Bub- 
bles’” voice was supplied by 
Marie Benson. 

H. D. DAMMERS, 
Advertising Manager. 
Richard Hudnut Ltd., 
London, W.4 


results TV advertisers need’ 


Sir,—I am often puzzled by the 


> attitude of many—the majority, 


] believe—sticking their heads in 
the sand whenever sponsored 
television is mentioned. 

I wonder when those heavily 
involved financially will wake up 
to the fact that it is the only 
system which can possibly give 
the advertisers the desired results, 
and therefore put the whole 
system on an economically sound 
basis. 

For television advertising to be 
fully effective, a mass appeal pro- 
duct must be identified with the 
programme, and be part of a 


THIS WEEK 


“Why TV films are not cheap”— 
by N. Danischewsky—page 18 


NEXT WEEK 
Photograph of the Month 


planned campaign. You cannot 
merchandise a “spot” announce- 
ment, which is what present com- 
mercial TV advertising is, and 
you cannot time tie-in supports 
and sales aids, although from 
what I have read some misguided 
minds think you can. 

It is alleged that a number of 
products have had “some” 
success. This certainly-does net 
represent TV as a full-blooded 
advertising medium, which 
potentially it is. 

The contractors may say: “We 
don’t want interference by ad- 
vertisers,” and advertising agen- 
cies may be scared of sponsored 
TV __ responsibilities. Actually 
they would save overheads, and 
increase their TV earnings, but 
it would be well to view this 
valuable advertising medium for 
what it really can mean. 

Incidentally, with sponsored 
TV there would be no more 


Continental marketing advice 


Sir,—Col. George Warden 
(May 11) comments that only in 
the UK and USA do advertising 
agencies act as marketing ad- 
visers. 

CPV Italiana has, since its 
foundation, been giving market- 
ing advice to several international 
companies. Furthermore, just 
like any good agency in London, 
it maintains a market research 
section. 

I have also visited associate 


agencies in Germany, France and 
Switzerland in which the market- 
ing side of the agency is very 
competent indeed. 

It is true that many Continen- 
tal agencies are not yet fully 
experienced in marketing. All 
the same there are some notable 
exceptions. 

RAY THOMPSON, 
Managing director. 
CPV Italiana, 
Milan. 


growls about 
American films.” Advertisers 
would compete to put on better 
attractions, and therein would lie 
the secret of building maximum 
viewer coverage. 

The results, I believe, would 
surprise the many, and convert 
the unbelievers. BBC TV, after 
all, has been on its toes since 
commercial TV began. Competi- 
tion was born, and this is what 
should happen between adver- 
tisers. 

B. CHARLES-DEAN. 
3, Albemarle Street, 
London, W.1. 


‘Num bering has 
me numb’ 


Sir,—I wonder if any of your 
readers feel as | do about the in- 
consistent, and in many cases 
incomprehensible, method of 
numbering pages adopted by 
some trade papers. 

I recently went through 50 
well-known trade papers taken 
completely at random. 

Twenty-five numbered 
pages consecutively throughout. 
Thirteen used roman numerals 
for the advertisement pages and 
arabic numerals for the text. 
Three papers did not number the 
advertisement pages at all, Nine 
papers used different, but equally 
bewildering methods of number- 
ing. 

One particular paper num- 
bered the advertising pages in 
arabic numerals, starting at page 
441. The colour sections scat- 
tered throughout the paper, were 
numbered la, 2a, etc., Ib. 2b, etc., 
depending on the colour. To find 
a particular colour page meant 
going right through the paper. 

Of the 50 papers only half had 
the advertisers’ index conveni- 
ently situated on the back page. 
Sometimes the index was near 
the first page of the text, but in 
many cases it was hidden away 
in the classified advertisements. 
In three cases there was no ad- 
vertisers’ index at all. 

The adoption of a standard 
method of page numbering would 
surely save considerable time and 
energy for agency staff who have 
the monotonous task of checking 
voucher —, 


their 


M. SMITHELLS. 
Chalfont St. m4. 
Bucks. 
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No laments, 


please 
Sir,—In his letter of May 4 


Peter J. Weston stated “not even 
the lamented Ealing Studios 
would ever have tried to use 


posters to proselytise.” 

Presumably the use of the 
word “lamented” is meant to 
imply that we no longer exist. 

Like Mark Twain we are 
anxious that the reports of our 
death should not be exaggerated. 
The fact is that Ealing Studios 
under the guidance of Sir 
Michael Balcon have never been 
healthier. 

We have changed our address 
but from our new home the same 
team of directors and writers will 
continue to make Ealing films of 
the same style, quantity and, we 
hope, quality as hitherto. 

Jack Worrow, 
Publicity director. 
Ealing’ Studios Ltd., 
Elstree. 

(it seems that Mr. Weston's 
lamentations were a little un- 
timely. The studios at Ealing 
were recently sold, and the adver- 
tising and publicity departments 
were merged. Ealing Studios 
Ltd. are now operating from 
Elstree.—Epttor.) 


Yorkshire TV spots 


Granada TV Network Ltd. has 
announced in Manchester that 
when the Emley Moor (York- 
shire) station opens in_ the 
autumn it is intended to give 
Yorkshire advertisers the oppor- 
tunity of local presentation of 
their advertisements. 


Stationers’ Fair 


The Stationers’ Association of 
Great Britain and Ireland will 
hold the 1957 Stationery Trade 
Fair at Brighton, mainly in the . 
Corn Exchange and Grand and 
Metropole Hotels, from Monday, 
February 4 to Friday, February 
* The Fair will precede the Toy 

air. 
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“My Daily Mail” 6, caristiANn pior 


: LTHOUGH I live in Paris it is important for my 
business that I should keep informed about Christian Dior, most famous and successful Fashion designer the 


world has ever known, was educated to become an economist or a 
International life and affairs. Amid many English diplomat. Instead he opened an art gallery in Paris and was the first 
to exhibit paintings by Christian Bérard and Salvador Dali. His first 

newspapers, I read the Daily Mail because I find it gives success in fashion drawing was with hats—which he considered 
‘ “ P uninteresting | Later he worked with the famous Lucien Lelong. 

me a good picture of British contemporary life and Dior insists it took him many years of hard work to grasp the technical 
oun rudiments before he could superimpose his own ideas. In 1947, with 
politics. the financial backing of the well-known racehorse owner, Marcel 
Yeo 13 . * 8 : . . Boussac, he opened the house of Christian Dior. His ‘ New Look’ is 
J y lis toujours avec plaisir les articles de ma chére Iris now history. Dior alone can change the world’s skirt-length over- 


“a2 : Mig TER . : night. But his old mill house outside Paris is an oasis of calm; and his 
Ashley, femme élégante qui sait cctise avec intelligence souie te Penis fe Giled elthiqieuiinn Guan 
sur un sujet que l’on qualifie trop facilement de futile.” 
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ADVERTISER'S WEEKLY 


Exports: 


Warning 


to advertising 


AUTUMN CONFERENCE PLAN ‘FAVOURED’ 


1. proposal made at the Advertising Association’s 

Brighton Conference, that a special Exports Conference 
should be held in London in the autumn, was considered by 
the Association’s executive last Thursday. 


No final decision was taken, 
but it is understood that the idea 
received “favourable considera- 
tion.” 

A. J. Townsend, director of 
The Institute of Export, sa‘d this 
week: “The Institute is in favour 
of anything that can imovrove the 


‘Network row’ | 
rumour is 


denied 


Rumours of a “row” between 
Associated TeleVision Ltd. and 
Associated-Rediffusion Ltd. over 
networking arrangements have 
been firmly discounted by both 
parties. 

Lew Grade, a director of ATV. 
stated that his organisation would 
be networking a number of pro- 
grammes, but during the summer 
months they proposed to put on 
several programmes themselves 
for Birmingham, which would 
then be used for week-ends in 
London. 

Brian Begg, press officer for 
A-R, said this week: “We have 
decided to introduce a different 
pattern in the summer for even- 
ing programmes and will be pro- 


viding some extra items our- 
selves.” 

Both insisted that the new 
arrangement was an amicable 
one, 

Trapinex post 
E. Freeman-Keel has joined 


Trapinex as manager of their dis- 
play division. He was formerly 
sales manager of Leon Goodman 
Displays Ltd., and had previously 
been sales manager of Acme 
Showcard & Sign Co. Ltd. Tra- 
pinex started their display divi- 
sion just over a year ago. 


efficiency of British trading 
overseas and, naturally, advertis- 
ing is such a weapon. But I do 
hope that this time the advertis- 
ing profession will realise that, 
although it is an invaluable link 
in the chain between the British 
producer and the overseas con- 


IT WILL BE AT 


BRIGHTON 


Despite protests from the in- 
dustrial Midlands and North, the 
1957 Advertising Association 
Conference will be held at 
Brighton again. It is understood 
that the AA executive confirmed 
this decision last week, and that 
May 1 to 4 will soon be an- 
nounced as official dates. 


sumer, it is only a link, and not 
the entire chain. 

“Former incursions of the pro- 
fession of advertising into the 
field of export have been marked 
by a disregard of the elementary 
basis upon which the trade of 
the UK rests. In particular the 
interests of the export merchants 
have been ignored.” 


S. H. Vincent and Mrs. Vincent 
sailed from Southampton last week 
in the “Pretoria Castle’ for Cape 
Town where Mr. Vincent will begin 
a two-month business tour of the 
Union of South Africa and Southern 
Rhodesia. Mr. Vincent is managing 
director of Dudley Turner & Vin- 
cent, Ltd., and the tour is to meet 
clients of Dudley Turner & Vin- 
cent (Overseas) Lid. which adver- 
tises in 66 countries. Here Dudley 
T. Turner (right) chairman of the 
agency, says goodbye to Mr. and 
Mrs. Vincent at Waterloo Station, 


OTHER NKus 
HIGHLIGHTS 
@ DPSPA drive for 
members . . . P- 4 
@ New international ad 5 
group formed. : . P- 
@ Cambridge Union's 6 
debate on advertising P+ 
®@ Commons attacks fail P- 7 
@ BAIE Convention 
report... P- 10 
@ Ideal Home action 
settled... P- 12 


© Club and golf news P- 14 


Mazawattee agents 


Graham and Gillies Ltd. have 
been appointed to handle the 
advertising for Mazawattee Tea. 
Greenlys Ltd. have relinquished 
the advertising account by 
mutual agreement with the 
Mazawattee Tea Co. 


GROCERS WANT WINDOW FEES 


The conference of the Scottish 
Federation of Grocers and Pro- 
vision Merchants’ Associations 
this week urged its executive to 
seek payment from all manufac- 
turers for grocers in whose shop 
windows they instal displays. 

English trade associations are 
reported to be receiving similar 
requests from their members. 

But the following “enormous” 
practical difficulties would have 
to be overcome if a satisfactory 
solution was forthcoming, said 
delegates at the conference: 

@ The method of payment—by 
bonus or credit; and 


@ Assessment of a scale of rates, 
which would obviously be 
higher for city and town 
windows than those in villages. 


Downtons account 


New account for Downtons 
Ltd. is the Esterbrook Pen Co. 
Ltd. Esterbrook are the pen 
manufacturers who have pre- 
viously advertised “the pen with 
the choice of over 30 different 
points.” Downtons have planned 
a new campaign which will be 
launched at the end of July. 
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DPSPA DRIVE FOR 


NEW MEMBERS 


‘We can all help each other’ 


As part of a drive for increased membership, the Display Producers 
and Screen Printers’ Association has circularised potential members 
inviting them to join the Association and work together for the good 


of the industry. 


By this means, it is urged, they can help to eliminate wasteful com- 
petition, foster production, and assist each other in the “know-how” 


of the trade. 


Existing members are urged, wherever possible, to incorporate the 
Association’s monogram in their individual advertisements—‘so that 
print buyers and clients are reminded constantly that the membership 
badge is a safeguard and guarantee of high workmanship and a fair 


price. 
* * 


* * 


Qualitex Printing Ltd., Cardiff, has been elected to full membership 
of the Association, and Davis (Patents), Ltd., London (photo-stencil 


makers) to associate membership. 


Bill Walmart (left) and Lewis Foster, 
of John Delaney, discuss the 1958 
Brussels International Fair. 


Aid for Brussels 


exhibitors 


To meet the demands of 
British manufacturers for the de- 
sign and construction of their 
exhibits at the Brussels Inter- 
national Fair, 1958, the John 
Delaney Organisation are open- 
ing their new premises, to be 
known as La Boheme Works, at 
Mile End; in the new year. 


To assist British exhibitors 
further, Bill Wilmart, a leading 
_ Brussels exhibition contractor, 
has been appointed John Delaney 
representative and Belgian con- 
sultant at the Brussels end. 


One of a number of hygiene posters 
which H, Unger has designed for the 
Danish Bacon Co. Ltd. for display 
in factories and in shops and can- 


teens. They are also being supplied 
to health officers in the UK. 


New local weekly to be launched 
hy South Essex group 


South Essex Recorders Ltd. are 
launching a new weekly news- 
paper in the Brentwood area 
next Friday. Called the 
“Brentwood Review,” it will 
seH at 2d. and is described as 
the first Friday morning local 
newspaper to cover that dis- 
trict. 


The first issue will contain a 
special 8-page souvenir supple- 
ment on Brentwood. 

It was scheduled to appear earlier 
in the year, but the dispute in 
the printing industry delayed 
original plans, say the pro- 
prietors. 


The campaign for initial launch- 
ing includes posters throughout 
the area and bus sides. A 
special direct mail shot is also 
being sent to every house- 
holder in the district. 

The “Brentwood Review” is to 
be produced at the company’s 
new plant at Ilford which was 
opened only two months ago. 

South Essex Recorders also pub- 
lish the “Ilford Recorder” and 
the “Romford Recorder.” 

The launching campaign is being 
handled by South Essex Re- 
corders’ advertising agents, 
Roles & Parker Ltd. 


Posters, press in 


Posters, display and classified 
advertising and the circulation 
of training and educational es- 
tablishments have been used 
by exhibition organisers Andry 
Montgomery Ltd. to publicise 
the 1956 Production Exhibition, 
Olympia, which started on Wed- 
nesday and lasts until next 
Fhursday. 


Double-crown posters, handled 
by Newton’s, are being placed on 
British Railway sites in mdustrial 
areas and also on _ London 
Transport. 


‘Evening Despatch’ small ‘ad record 


A record volume in small 
advertisements in the Evening 
Despatch, and big advances in 
sales of that journal and of the 
Sunday Mercury are recorded in 
the annual report of the Birm- 
ingham Gazette and Despatch 
Ltd. 

The Evening Despatch gained 
8,779 copies per day in the aver- 
age sale during the first half of 
the year, over the corresponding 
period of the previous year. Dur- 
ing the second half-year the 


increase over the corresponding 


period of the previous year was 
3,574 copies daily. In March, the 
Sunday Mercury reached a 
record sale of over 200,000 copies 
a week, and although its progress 
suffered a setback with the selling 
price increase in October, “ its 
circulation is rapidly approach- 
ing again a pre-price increase 
figure,” says the report. 

At a cost of over £5,000, a 
complete change in type face— 
from Excelsior to Jubilee—was 
made in the body type used in 
the company’s newspapers. 


show campaign 


Display advertising is being 
used in trade papers—a number 
of whom are exhibiting—and 
ako in a few other journals, such 
as the Financial Times, together 
with classifieds in national dailies 
and London evening papers. 

Training and educational estab- 
lishments have circulated through 
the Ministry of Education and 
are sending parties of trainees at 
concession rates, and every local 
productivity committee under the 
British Productivity Council has 
been invited to send parties to 
the Exhibition. 

The European Productivity 
Agency is also helping to pub- 
licise the Exhibition through its 
usual channels. 

Keliher, Hudson & Kearns Ltd. 
have printed 10,000 copies of the 
Exhibition and Conference pro- 
gramme. 


Shoe show PRO 


The Shoe and Leather Fair 
Society Ltd. have retained Peter 
Hope Lumley to handle the 
public relations and publicity for 
the 47th Shoe and Leather Fair, 
to be held at Olympia from Mon- 
day, October 1, to Friday. 
October 5. 


May 25, 1956 


Ten new film 


advertisers 
for Rank 
Films for 10 newcomers to 


screen advertising were shown, 
and the formation of a special 
animation unit was announced 
at a showing of screen films and 
filmlets and television commer- 
cials by Rank Screen Services 
Ltd. last week. 

The newcomers were England's 
Glory Matches, Max Mix, Mack- 
intosh’s Quality Sweets, ICI's 
paint division, Maclean’s Stomach 
Powder, Sherwood’s Paints, Wal- 
pamur, Photoplay, Legumex and 
Harmony Shampoo. 

Introduced by Martin Stevens, 
public relations executive, the 
programme included new films 
and filmlets ; two “Tips,” one of 
which, showing Jeanne Heal in- 
troducing Gibbs SR, Sunsilk and 
Persil, was the first “Tips” to be 
screened on Vistavision; three 
selections, each comprising three 
items, from “Shop” and also 
one of them—Gilbert Harding 
publicising Maclean’s Tablets— 
adapted as a one-minute film; 
and an 18-minute documentary, 
“Bloodstock,” about the training 
of a racehorse. 


New techniques 

The special animation unit 
moved into the Gaumont Cinema, 
Hammersmith, on Monday. 
Using a combination of medel 
animation and new camera tech- 
niques, it is already working on 
a number of projects for national 
advertisers. 

The producer-in-charge of the 
unit is Michael Stainer-Hutchins, 
who has been associated with 
Gerard Holdsworth—managing 
director of Rank Screen Services 
—since 1948. With him is Frank 
Hendrix, an expert at animated 
and model photography and 
optical techniques. Before the 
war he was one of the team led 
by George Pal that. co-operated 
from Holland with Mr. Holds- 
worth in producing many adver- 
tising films of this type. 


200-page history of 
engineering 


The Federation of Civil En- 
gineering Contractors has pub- 
lished an illustrated history The 
British Civil Engineering Con- 
tracting Industry. The book, of 
200 pages, contains 275 photo- 
graphs and describes the role 
played by British civil engineer- 
ing contractors in Britain's 
growth as an industrial power 
during the past 200 years. The 
design and production of the his- 
tory was by Newman Neame 
Ltd., who are also responsible for 
book trade sales and distribution 
on behalf of the Federation. 
Staples Printers Ltd. carried out 
the blockmaking, printing and 
binding. The endpapers were 
printed litho by Ford, Shapland 
and Co., Ltd. 
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New international company to 


handle Australian food, wine 


‘UNIQUE’ ORGANISATION IS FORMED 


The Australian Government have appointed PLAN (Interna- 
tional) Ltd. to handle advertising, promotional and public 
relations activities for their seven food and wine Boards in the 
United Kingdom. This announcement was made this week by 
K. H. Jarvie, director of trade publicity for Australia in the 


‘Sits Vac’ drive 


Part of a shot from a one-minute 
TV commercial, which is to be 
televised shortly by Associated- 


Rediffusion Ltd. for Vickers- 
Armstrong. The commercial is 
the first shot in what is claimed 
to be the first ‘Situations Vacant’ 
campaign on TV. 

The spot will be followed up by 
three 15-second spots as “‘re- 
minders.” 

The films were made by Film 
Partnership Lid., and the agents 
are R. F. White & Son Ltd., who 
handle Vickers - Armstrong's 
classified advertising for staff. 


NPA pressed for 


wage increases 


Straight wage increases, not 
cost-of-living rises, are asked for 
by a number of unions who are 
now negotiating with the News- 
paper Proprietors’ Association, 
says a spokesman of the Printing 
and Kindred Trades Federation. 

The unions involved include 
almost all those in the PKTF as 
well as the Amalgamated Engin- 
eering Union and the Electrical 
Trades Union. 


They have already submitted 
their demands and are now await- 
ing a reply from the NPA. 


INVITATION TO 
BRUSSELS 


An invitation to advertising 
men to visit Brussels in 1958, the 
year of the World Fair there, has 
been sent to the AA by Fernand 
E. Hourez, managing director of 
Bodden and Dechy Advertising. 
SA, Brussels, in his capacity of 
president of the Brussels Ad- 
vertising Club and honorary 
president of the International 
Association of Advertising Clubs. 

He states that there will almost 
certainly be a _ conference of 
advertising clubs in Brussels in 
June or July of that year. 


United Kingdom. 

The PLAN Committee has 
been handling for several years 
the planning and projection of 
large-scale selling and promo- 
tion campaigns both in_ the 
United Kingdom and through- 
out the world. To extend its 
activities, this new £10,000 com- 
pany, PLAN (International) 
Ltd., has been formed. 

PLAN (International) Ltd. is 
described as unique, on the 
grounds that it is empowered to 
co-opt and utilise the services of 
the three major professional 
houses in this country which 
constitute 
its member 
companies, 
without af- 
fecting their 
independent 
activities for 
clientsintheir 
own spheres. 

Member 
companies 
are: Richard 
Lonsdale- 
Hands Asso- 
ciates, the 
large indus- 
R. Lonsdale-Hands trial design 

organisation 
whose activities include product 
design, interior design, package 
and point-of-sale design, and ex- 
hibition work; advertising agents 
Greenlys Ltd.; and F.. J. Lyons 
Ltd., public relations firm. 

Commenting on the concept of 
PLAN (International) Ltd., its 
chairman, Richard  Lonsdale- 
Hands, said this week: 

“Hitherto there has been no 
one organisation in the advertis- 
ing and promotion fields which 
could offer the comprehensive 
service of full marketing counsel 
and market research, combined 
with industrial and product de- 
sign, together with design of 


package, point-of-sale and exhibi- 
tions and the subsequent prepara- 
tion of advertising for press, TV 
ard other media. 

“Big companies and corpora- 
tions in this country and all over 
the world have lacked an organi- 
sation such as PLAN which can 
effer this service both on a dom- 
estic and on an_ international 
scale; the whole supported by 
what has proved to be one of the 
most powerful weapons in the 
development of business today— 
public relations.” 

He added: “Under the PLAN 
concept, industry has at its dis- 
posal the combined activities of 
three organisations with a per- 
sonnel comprising over 350 
specialists, working together un- 
der the direction of one co- 
ordinating body. 

“We are honoured that the 
Australian Government, for 
whom we have been working for 
the past year, have appointed 
PLAN (International) Ltd.” 

Other directors of tWe new 
company are N. R. Blackford, 
R. A. Coupland, R. W. King, A. 
Lloyd-Taylor, F. J. Lyons, Sir 
William McLintock, T.  E. 
Preston, Mark Quin, and H. 
Underwood Thompson. 


F. J. Lyons. 


Mark Quin. 


BOYS AND GIRLS EXHIBITION 


This poster, in four colours, will be 
used_as the main publicity for Hul- 
ton’s Boys’ and Girls’ Exhibition at 
Olympia in the late summer. It 
gives an impression of the overhead 
decor as it will appear on entering 
the National Hall. Designers of the 
decor are Leslie Gooday, Robert 
Wetmore, and Christopher Ironside. 


FISH TALE 


Bossfield Ltd., art, design and 
illustration firm, who were asked 
by S. H. Benson Ltd. to do the 
retouching work on the fish in 
the advertisement for the Daily 
Mail in last week’s ADVERTISER'S 
WEEKLY, were so pleased with the 
way it reproduced that they sent 
out some 60 telegrams to their 
friends in advertising citing this 
double-spread as “an outstanding 
example of retouching.” 


R. W. King. 


Budget of £20,000 for films to boost Scotland 


Five films, sponsored by the 
Films of Scotland Committee, 
representing a total expenditure 
of about £20,000, will be in pro- 
duction this year, Sir Alexander 


King, the chairman, has 
announced. 
Made in association with 


various Organisations, they will 
be in colour and will give wide 
coverage to the country. 
“Scotland Dances,” produced 
by Campbell Harper Films, of 
Edinburgh, is being made in 
association with the Royal 


Scottish Country Dance Society 
and the COI. 

Because the directors of the 
Royal Highland and Agricultural 
Society believe there should be 
a record of the Clydesdale horse 
at its prime, before its number 
has been further reduced by the 
tractor, another film will be 
about the horse throughout the 
farming year. This will be pro- 
dueed by the same company. 

Aberdeen—commended by Sir 
Alexander King for giving a lead 
to other local authorities—is 


having a film made about itself 
and the surrounding country. 
This film, which is expected to 
be of great help to the tourist 
trade, is being produced by 
Anglo-Scottish Pictures. 

The two other films are also 
aimed at bringing in visitors. 
One, for David MacBrayne Ltd., 
is about the company’s shipping 
services to the Western Isles. 
The other, undertaken with the 
National Trust for Scotland, will 
present castles and country 
houses. 
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ADVERTISING’S CRITICS DEFEATED 


Cambridge Union decides that 
ads are not a waste 


Maurice Edelman, MP, criticised the recent establishment 
of a Research Fellowship in Advertising and Sales Promotion 
at the London School of Economics, claimed that tele- 
vision caused mass hypnosis, and accused advertising of 
“stimulating inflation at home,” while speaking against adver- 
tising at the Cambridge University Union Society Debate last 


‘We need fair 
in London 
for exporters’ 


—Institute chairman 


The hope that an international 
fair near London would be set 
up to serve the needs of British 
exporters “in the changed 
circumstances of today” was 
expressed by Peter Ford, chair- 
man of the council of the 
Institute of Export at the Insti- 
tute’s general meeting in London 
last week. 

He recalled that in 1946 the 
Institute had proposed that an 
International Samples Fair, 
similar to the Leipzig Fair, 
should be allowed for in the plan 
to rebuild the City of London. 

“The suggestion has not been 
taken up, although it would ad- 
mirably meet the requirements of 
foreign visitors,” he said. 

One of the country’s major 
problems was to make many 
more small manufacturers 
enthusiastic about export. It 
should be remembered that 50 
per cent of the national labour 
force was taken up by factories 
employing less than 500 people. 

He suggested two ways in 
which the smaller manufacturers 
could be helped :— 

@ By putting them in touch 
with first-class merchants to 
handle their interests in the most 
suitable foreign markets ; and 

@ By showing them the value 
of group exporting and advising 
them how to set up export sales 
organisations with other firms, 
each group selling a complete 
range of complementary, non- 
competitive products. 

Mr. Ford is managing director 
of Charles Colston Ltd. 


— 


John Eaginsion & Co. Lid.’s South 


Bank office at 59 York Road has now 
been completely refitted inside and 
decorated outside by the exhibition 


department as a “new” base for 
their sales representatives. The 
general colour scheme outside is 


turquoise blue and white. The York 

Road office was first taken over as a 

site office for the company’s work 
at the Festival of Britain. 


Rank lunch to CEA 


For the 11th year in succession 
a Theatre Publicity lunch will be 
held at this year’s Cinema- 
tograph Exhibitors’ Association 
conference at Blackpool. Given 
by the directors of Rank Screen 
Services Ltd. next Wednesday, it 
will be held in the Empress Ball- 
room at the Winter Gardens. 

John Davis—accompanied by 
Mrs. Davis—will be in the chair. 
The speakers will be Gerard 
Holdsworth (managing director 
of Rank Screen Services), the 
Mayor of Blackpool, B. T. Davis 
(president of the CEA), and 
Sydney Shurman (director, Rank 
Screen Services). 


‘Tough’ selling is needed abroad 


A “fatalistic attitude of mind,” 
a hesitancy to accept new designs, 
and a haphazard and antiquated 
sales policy—these, according to 
Paul N. Matton, managing direc- 
tor, Trico-Folberth Ltd., are the 
three basic faults which bedevil 
British attempts to sell abroad. 

At a press conference last week 
he outlined the methods by which 
his firm’s exports, negligible in 
1946, were increased so that they 
now account for 55 per cent of 
its production. 

First, factory methods had been 
streamlined. Then they found 
that some of their products were 
being “smothered” in overseas 
markets by many other lines 
-handled by their agents. 

It was obvious that they would 
have to take their products to 
all the major Continental motor 
shows themselves; so they de- 


signed, built and transported their 
own collapsible display stands. 
tough, 


“ Aggressive, forceful, 


never-take-no-for-an-answer sales- 
manship may not be quite the 
thing in Britain, but, believe me, 
it is not only welcome but is an 
essential factor in selling abroad,” 
Mr. Matton said. 


week. 


But the House did not agree with him and his supporters. 
and rejected by 33 votes to 22 the motion “That the adver- 
tising industry is a waste of this country’s resources.” 


Mr. Edelman claimed that the 
housewife was left “punch- 
drunk” by continual advertising. 
Lawyers, journalists and copy 
writers in the advertising business 
“hedged around their claims.” 
Net effect of a study of the 
details of advertisements in many 
cases showed a wholly bogus 
claim. The Government and the 
great advertising companies had 
a vested interest in tobacco—"“a 
pernicious drug being peddled by 
advertisements in the press. 

And he claimed that advertise- 
ments increased the price of pro- 
ducts, and made scathing remarks 
about commercial TV advertise- 
ments. 

A defence of the advertising 
profession came from F. C. 
Hooper, managing director of 
Schweppes, who explained that 
“advertising performs a function 
without which modern society 
could not exis¢ at all.” 

We were dependent on the 
mass production from machines, 


but this was no use unless we 
had the means of selling the 
finished product. Without intense 
advertising in America, _ this 


country would stand no chance 
there of selling goods in compe- 
tition with large concerns. 

It was impossible to build up 
a modern community without 
immense use being made of the 
advertising services, he said, and 
described the motion as “erudite 
nonsense.” 

The motion was proposed by 
R. N. Straker, a Jesus College, 
Cambridge, undergraduate, who 


said that advertising could be 
attacked on “aesthetic, ethical 
and economic grounds.” In the 


history of advertising its dis- 


When neighbouring agencies Stuart Advertising Ltd. and T. Booth Waddicor 
& Partners Lid. played a cricket match, Stuarts were all out for 117 and 
Waddicors returned a score of 30. Seen here are the two teams. 


honesty was matched only by its 


ingenuity. 
Advertising stimulated an ex- 
cess demand. “Soon we _ shall 


have a grand national embalming 
and burial business like they do 
in A:nerica,” he said. 

Opposing, K. G. MaclInnes 
(Trinity College, Cambridge), 
said: “If we have a good product 
we might as well sell it properly.” 

Only two per cent of the 
national income was spent on ad- 
verticing. Without advertising it 
would be difficult to launch new 
products on the market. Adver- 
tising virtually subsidised the 
press. 

‘Better’ use 

Roy Dickson (Exeter College. 
Oxford), president of the Oxford 
Union Society, in support of the 
motion, said that if some of the 
money spent on advertising was 
spent instead on helping the 
under-developed countries of the 
world, advertisers would find 
themselves with a bigger market. 

Speaking against the motion, 
Conservative MP Peter Kirk 
(formerly of Trinity College, Ox- 
ford) stressed that Mr. Edelman 
would have been unable to sell 
his novels without the aid of ad 
vertising. If tobacco was mass 
produced it meant that more of 
the profits could be spent on re- 
search into lung cancer—‘“and 
then we can find out what is 
killing whom.” 

There had been a boom in ad 
verlising since the war--and at 
the same time there had been full 
employment. 

He spoke of a petrol firm’s ad 
vertisement on ITV emphasising 
the importance of road safety. 
“That, to my mind,” he said, “is 
good advertising.” 

In America the advertising in 
dustry undertook the Govern- 
ment’s publicity free of charge 
and performed a public service. 
British advertising was  eco- 
nomically run, and informative 
and productive, and _ British 
advertisements were, in his 
opinion, “performing a_ public 
ervice. 


Handicrafts show 


The fourth International Han- 
dicrafts, Homecrafts and Hobbies 
Exhibition — described as the 
largest of its type in the world 
will take place at Olympia, 
London, from September 6 to 21. 
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—And Labour MPs are told: ‘Ad ban not 
Government policy’ 


COMMONS ATTACKS ARE REPELLED 


H. Brooke, Financial Secretary to the Treasury, had to 
fight off anti-advertising attacks from Labour members 
during a debate in the House of Commons last week. 

A. Blenkinsop had asked for an estimate of the total ex- 
penditure on advertising allowed against tax in the financial 
year 1955-56 on the grounds that “this expenditure is directly 
contrary to what we understand to be the Government’s 


policy of restricting home 


consumption.” Mr. Brooke 


replied : “Jt is certainly not the Government's policy to close 


down all advertising.” 


Harold Wilson, quoting esti- 
mates made by the Advertising 
Association of a total expendi- 
ture on advertising of over 
£220 million for 1954, said that 
the figure was npw something 
like £300 million. He suggested 
that the Treasury was now losing 
a “great deal of important 
revenue” as a result, 

Mr. Brooke replied that he had 
seen a number of unofficial esti- 
mates of the total amount spent 
on advertising. 

It was not possible to state 
with any precision the expendi- 
ture on advertising which had 
been allowed against tax. 

When Mr. Blenkinsop asked if 
the Government recognised that 
no one’ was suggesting—“at this 
moment”—the complete prohibi 
tion of advertising, but merely 
that the Exchequer should not 
pay for it, Mr. Brooke replied 
that that was just what Mr. 
Blenkinsop had suggested on an 
earlier occasion. 


IPA group dinner 


The president of the Institute 
of Practitioners in Advertising, 
Lt.Col. Alan M. Wilkinson, and 
nearly 60 members attended the 
annual dinner of the Institute's 
discussion group. 
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The front cover of the June/July 

“Vogue Pattern Book.” It will in- 

clude plans for a wardrobe for the 
summer holidays. 


| House journal's 
100th issue 


ingot News, the newspaper of 
Richard Thomas & Baldwins 
Ltd., iron, steel and tinplate 
manufacturers, is publishing its 
100th issue this month. 

The newspaper, which appears 
monthly and is sold for Id., is 
produced primarily for the com- 
pany’s 25,500 employees—in 
works and offices in South Wales 
and Monmouthshire, in the 
Midlands, in Lincolnshire, in 
Lancashire and in London. In 
addition, Ingot News circulates 
in industrial and trade circles in 
Britain and the Commonwealth. 
Europe, the USA, and other 
overseas countries. 


Celebration supplement 

The centenary issue includes a 
special four-page supplement. 
covering various aspects of the 
newspaper, including policy, his- 
tory and method of production. 
A number of goodwill messages 
—from national newspaper 
editors, industrial and trades 
union leaders—are also published 
in the supplement. 

Ingot News has won two major 
awards in recent years: in con- 
tests organised by the British 
Association of Industrial Editors 
and the American-sponsored 
International Council of Indus- 
trial Editors. 


A new three dimensional technique is used on this Richard Henry sign in 


Knightsbridge. 


The effect of ruled lines is achieved by the use of black 
wire stretched across the sign and held by concave side supports. 


The 


design was planned by Conroy Wykes Advertising Ltd. and constructed by 
Harris the Sign King through Poster Services Lid. 


A-R rates stand 
until Dec. 31 


John Clark, television ad- 
vertisement manager of Asso- 
ciated-Rediffusion Ltd.—Mon- 
day to Friday contractors in 
London—has announced that 
the company have decided to 
mainiain their present rates 
and rate structure until at least 
December 31. 


The present bonus of 100 
per cent is guaranteed there- 
fore until September 14. 
Thereafter, say A-R, in re- 
spect of all orders accepted up 
to July 31, a bonus of at least 
50 per cent will be guaranteed 
from September 17 until Dec- 
ember 31. 


First half-page 

The half-page advertisement in 
the May 12 issue of the Daily 
Express for the Submarine 
Trident swimming cap and the 
Submarine Skeleton cap, both 
produced by the Richborough 
Rubber Works, Ltd., was the 
first half-page ever placed in a 
national daily by K.S. Advertis- 
ing Ltd., of Canterbury. 


Advertising v. depression rumours 


Advertising has a yet bigger 
role to play in the future, Lt.- 
Col. Alan M. Wilkinson, presi- 
dent of the Institute of Practi- 
tioners in Advertising, said at the 
Federation of Master Process 
Engravers’ conference dinner. 

Describing how President 
Eisenhower had endorsed in the 
USA the Advertising Council's 
campaign under the slogan “The 
People’s Capitalism”, he said that 
three years ago, in 1953, there 
were strong rumours of an im- 
pending business depression in 
the USA. 

But advertising had stepped in, 
a campaign .was launched, called 
“The Future of America” show- 
ing the huge markets that were 


opening up, what advantages, 
and what blessings they all had, 
and, within a few months, in the 
words of one of their leading 
bankers, “this campaign out- 
talked the people who were talk- 
ing the people into a depression.” 
“We here in England should,” 
he said, “take special note of this 
idea of ‘People’s Capitalism’ 
for the trend in our country is 
also moving in that direction. 
“For example, by the end of 
1955, one-third of all house- 
holders owned or were buying 
the dwelling they occupied, and 
one third owned or were buying 
or renting a television set. 
not people's capitalism, 
fore, already arrived here?” 


10 commercials 
shot in one 


day by Arks 


In one day recently at High 
Definition Studios, Highbury, 
Arks Publicity Ltd. shot 10 one- 
minute commercials between 
9 a.m. and 7.20 p.m. There were 
nine individual and totally dif- 
ferent stage sets involved. 

Scripts were related to 
following Pye and subsidiary 
products: a pressure cooker, 
Tecal, Ovenette, Talk Box, Black 
Box Record Player, Jewel Case 
and Intercontinental Portables, 
Contemporary TV, Piper Radio, 
and some new products not yet 
marketed. 

Each of these one-minute films 
will be edited down to 15 
seconds, which will then give 20 
television commercials — from 
one day's shooting. This is be- 
lieved to be a record. 

Total expenditure on the pro- 
ject, they say, was little more 
than Arks have paid for one tele- 
vision commercial in the past. 

The scripts were by I. M. 
Cochrane, and the producer was 
John Douglas. 


the 


a 
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This helicopter flight was part of a 
publicity campaign for R. L. Jones 
& Co. Lid., Mansfield, makers of 
Sunecta fruit drinks, to tie in with a 
distribution scheme which started at 
the beginning of the month. The 
scheme involved leaving a sample 
bottle of Sunecta orange drink to- 
gether with a leaflet and pre-paid 
questionnaire card at every house- 
hold in Mansfield. Agents are Rud- 
docks Advertising Agency. 
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ad manager 


John M. Ridley, of Grundig 
(Great Britain) Ltd., is leaving his 
present position of advertising and 
publicity manager to become per- 
sonal assistant to Grundig’s chair- 
man ahd managing director, A. E. 
Johnson. Mr. Ridley’s place as 
advertising manager will be taken 
over by R. F. Long next Friday. 
Since the war, Mr. Long has been 
closely associated with the radio 
and electrical industries, having held 
advertising posts in Kolster-Brandes 
and Decca Radar. For the past 
four years he has been advertising 
manager of Enfield Cables Ltd. 

* - *x 

Aked Chapman, of Halifax, who 
is a partner with his brother in 
L. A. and A. Chapman, advertising 
agents, leaves with his wife for 
Northern Rhodesia next week, 
where they will join their married 
daughter. Mr. Chapman has been 
offered the task of supervising the 
advertising of the five-year-old 
First Permanent Building Society in 
Northern Rhodesia. 

* * * 

A. E. Lengyel has been appointed 
sales promotion manager of Alfred 
Bird and Sons, Ltd., in succession to 
Eric Jameson, who was made sales 
manager at the end of last year. Mr. 
Lengyel is at present an executive 
director of Clifford Bloxham and 
Partners. At one time he operated 
the Cadbury market _ research 
account for London Press Exchange. 
He takes up his duties with Bird's 
at the beginning of next month. 

* * 

A party of seven will leave 
Liverpool Street, London, on 
Monday, for a tour of continental 
advertising agencies and publishers. 
All the arrangements have been 
made by H. Silver of the Inter- 
national Graphic Press. The party 
consists of Mr. and Mrs. Silver 
(IGP), A. E. White (IGP), Richard 
Potts and Mrs. Potts (Richard Potts 
& Partners Ltd.). C. Malcolm (St. 
James Publishing), and A. E. Smith 
(Willing’s Press Service). 

* * * 

John Skehan, an announcer on 
the staff of Radio Eireann, has been 
appointed secretary of the Associa- 
tion of Advertisers in Ireland. 


|News About) 


E. Rawdon Smith has joined the 
board of Editorial Services Ltd. 
Last December he retired from the 
English Electric Co., where he was 
head of the public relations depart- 
m 


ent. 
(See Mainly Personal, page 54.) 
*x oe - 
R. Wynn Chariton, formerly of 
Cropper, Charlton & Co., Ltd. 
Nottingham, has joined Gordon & 


Gotch Ltd. as the company’s machi- 
nery mo eoeeet in the Midlands. 
* 


E. Smedley, joint managing direc- 
tor of the East Midlands Allied 
Press Ltd. and managing director of 
the Peterborough Advertiser Co.. 
Ltd., has been elected presidemt of 
Peterborough Rotary Club. 

*x * * 


Robert Clegg, public relations 
executive with Campbell-Johnson 
Ltd., has left to take up a similar 
appointment with the London Press 
Exchange. He was with Campbell- 
Johnson Lid. for two and a half 
years and had previously been 
assistant press officer of Thos. Cook 
& Son for three years. 

* * 7 

C. H. Fisher has joined Newman 
Neame Ltd. as production manager. 
During the last ten years he has 
held similar appointments in the 
National Magazine Co. group and 
with McGraw Hill in London. 


New LMPA president 


At a meeting of the council of 
the London Master Printers’ Asso- 
ciation, R. G. Connell (The Metal 
Box Co., Ltd.: paper products 
group) was elected president of the 


‘Association for the ensuing year; 


H. W. Underhill (Eden Fisher & 
Co., Ltd.) and C. L. Hunt (Kenner- 
ley Press Ltd.) were elected vice- 
presidents, and J. Graham Williams 
(Williams, Lea & Co., Ltd.) was 
re-elected honorary treasurer. 

* * * 

George Donaldson, editor of the 
Ayr Advertiser for the past three 
years, has joined the Glasgow 
Herald. His successor is lan Hughes 
Smith, who has been a reporter on 
the Advertiser staff for four years. 

* * - 


Charles E. McConnell, chairman, 
McConnell’s Advertising Service 
Ltd., arrived back in Dublin last 
Saturday from the AAAA Conven- 
tion at White Springs. 


At the annual meeting of the Birmin 
Managers’ Association N. W. 
Kenneth W. Bailey, chairman, 
right): Sir Geoffrey Mander, retiring president, Mr. 
Seymour J. Brown, past chairman, who 
W. R. M. Mitchell, who was unab 


gham branch of the Incorporated Sales 
. Mawle was elected president and 
for 1956/7. This photograph shows (left to 


Mawle, Mr. Bailey, and 
deputised for the retiring chairman, 
le to be present due to illness. 
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J. M. Ridley 


R. F. Long 


IPA branch 
officers 


The officers of the Institute 
of Practitioners in Advertising’s 
three branches have been elected 
for 1956-57. They are: 

Scottish —Chairman: J. New- 
comb (Cravens Advertising 
Ltd.); honorary secretary: N. 
McGregor Thomson (McInnes 
Thomson Advertising Ltd.). 

Northern —Chairman: E. R. 
Broughton (Rowlinson-Brough- 
ton); honorary secretary: Der- 
rick H. Greaves (Herbert 
Greaves Ltd.). 

Midland. —Chairman: G. A. 
Hoffmann (Longleys & Hoff- 
mann Ltd.), who succeeds Lt. 
Col. R. Goldsbrough (S. D. Toon 
& Heath Ltd.); honorary secre- 
tary: L. Graham Browne (L. 
— Browne Advertising 

td.). 


Derek Kelsey, group art director 
with T. B. Browne Ltd., has left 
for Salisbury, Southern Rhodesia. 
His five-week stay will be a mixture 
of holiday and business. Mr. 
Kelsey is expected to return towards 
the end of next month 

* * 

J. F. Cudahy, for seven years 
Dunlop's footwear manager in Scot- 
land, has been appointed manager 
of their home footwear sales with 
headquarters at the Speke factory. 

* * * 


Jack Richards, deputy head of 
publicity and advertising for J. 
Lyons & Company Lid., has been 
co-opted to membership of the radio 
and TV committee of the Incor- 
porated Society of British Adver- 
tisers. 

- . * 

J. R. Blanch has recently joined 
The Star advertisement department 
to take over the representation of 
the West End stores and fashion 
houses. He is a nephew of Jack 
Blanch (advertisement manager, 
Daily Express) and of N. C. Blanch 
(a director of St. James’s Advertis- 
ing) and is a grandson of J. M. 
Blanch, who was for 25 years man- 
aging director of the Observer. 
After serving in the Navy during the 
war, he was called to the Bar, but 
decided to enter Fleet Street. 

* + - 


Lewis Hart, publicity manager of 
Brush Electrical Engineering Co.. 
Lid., Loughborough, Leics., has 
been elected vice-chairman of the 
publicity committee of the British 
Electrical and Allied Manufacturers’ 
Association 

* * * 

A. H. Goude has been appointed 
manager of head office sales at the 
AEI Lamp and Lighting Co. He 
was in charge of BTH lamp and 
lighting sales in the provincial area 
between 1949 and 1955. 


J. R. Blanch 


Herbert Gunn, editor of the Daily 
Sketch, has announced the follow- 
ing changes in staff: James Eilbeck 
succeeds Walter Hayes as assistant 
editor in charge of features and 
Alan Gardner becomes editor of 
inside information. 


* * + 


Paul Morgan, managing director, 
and Peter Morgan, director, of Inish 
Press Cuttings Ltd., London, are 
visiting Dublin this week to find 
out the exact requirements of Irish 
advertisers for the service of adver- 
tising statistics which the company 
hope to start soon. 


* * * 


Stewart Knowles has joined the 
public relations division of Market- 
ing Consultants Lid. Mr. Knowles 
is 26. After eight years as reporter 
and eventually sub-editor with the 
South London suburban group of 
papers he made, in 1954, a tem- 
porary break with journalism to 
study modern peiating methods with 
the Sir Joseph Causton group of 
companies in Fleet Street. 


* * * 


Kemp's Group of Publishing 
Companies is to launch a major 
overseas campaign. First step is 
appointment of South African R. 
Levin as European representative. 
He has been working on Kemp's 
Directory in London. He will fly 
to Amsterdam later this month. 


OBITUARY 
Sir David Russell 


Sir David Russell, managing 
director of Tullis Russell and Co.. 
Ltd., has died. He was 84. Son of 
the late David Russel, founder of 
the firm, he was made a partner 
in 1889, a director in 1906, and 
head of the firm in 1924. He was 
a leading figure in the paper indus- 
try, taking an active part in all its 
activities. He leaves a son and two 
daughters. 


R. J. G. Millar 


Renwick J. G. Millar, of Wick, a 
former editor and manager of the 
John o’Groat's Journal, has died at 
the age of 89. He was editor and 
manager of that journal for 40 
years, retiring in 1946 at the age of 
80. He was awarded the OBE in 


1954, 
S. Baldwin 


Stanley Baldwin, advertisement 
manager of the South Wales Echo 
since February 1951, died last 
Saturday. He joined the Western 
Mail & Echo Lid., in 1919 at the 
age of 18 and spent practically the 
whole of his working career on 
Western Mail and the South Wales 
Echo. The funeral took place on 
Wednesday. at St. Luke's, Cardiff. 
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Solid selling must always be clinched with words. Words need 
readers. And EVERYBODY’s has a readership that reads. That is why 
space-buyers with an appreciation of creative problems no longer 

class EVERYBODY’S as just a general weekly. It is a weekly that is read 


at home, at leisure, regularly. An armchair weekly. Not a 


For a readership that reads 
EVERYBODY'S the 


flip-through-it-on-the-way-home weekly. If you want your ads to be 


read, put EVERYBODY’s on the schedule. 


A.W. BURNETT ADVERTISEMENT DIRECTOR EVERYBODY'S PUBLICATIONS LIMITED 114 FLEET STREET LONDON E.C.4. 


armchair weekly 


* FLEET STREET 7528 
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‘You can remove fear of automation’ 
BAIE members told 


GOVERNMENT SPEAKERS AT RECORD 
ANNUAL CONVENTION 


A need for a better informed industrial community, 
especially on the topical subject of automation, was stressed 
by two members of the Government who headed the list of 
speakers at the annual convention of the British Association 
of Industrial Editors at Cheltenham. 


Lord Crook, chairman of the 
National Dock Labour Board 
and president of the Association, 
was present throughout the con- 
ference and presided at the open- 
ing session and at the dinner in 
the evening. 

The two members of the 
Government were Robert Carr, 
Parliamentary Secretary to the 
Ministry of Labour and National 
Service, who was the opening 
speaker at the convention, and 
the Earl of Selkirk, Chancellor 
of the Duchy of Lancaster and a 
member of the Cabinet, who was 
the guest of honour at the dinner. 

Both thought that it was a pity 
that the word automation had 
ever been invented. 

“What is called automation,” 
said Mr. Carr, “is just another 
step in the technological change 
that has been going on for the 
last hundred years or more.” 

The Earl of Selkirk told the 
delegates that they could play “a 
very large part in the formation 
of ideas and in the recognition 
of the fact that however import- 
ant the machine, man still re- 
mains much more important.” 

It was the best attended con- 
vention of the Association to 
date, as well over 100 members 
were present. 


Management silent 


W. Vaughan Reynolds, editor 
of the Birmingham Post, in his 
talk on “The Gathering and Pre- 
sentation of News,” said that it 
was a pity that in industrial dis- 
putes it was always the employees 
and the unions who were ready 
to talk freely, but that manage- 
ment was inclined to be reticent. 
This did not make for an un- 
biased presentation of the case. 

This theme was stressed by 
other speakers, among them Sir 
Frank Shires, an independent 
consultant to the food industry 
and lately deputy. managing 
director of H. J. Heinz Co. Ltd. 
During his address on “The 
House Journal and Human Rela- 
tions in Industry,” Sir Frank said 
that management needed to over- 
haul drastically its approach to 
the whole problem of human re 
lations in industrial communities 
and especially in the matter of 
informing its employees of indus- 
try’s problems, successes and 
failures through the medium of 
the house journal. 

More practical advice and in- 
formation were given by Sir 
Ernest Gowers on “Good Eng- 
lish.” Sir Ernest said: “I have 


nothing but commendation for 
those bold spirits who defy the 
fiendish rules that grammarians 
devise for the purpose of making 
writing more difficult for us.” 

Barnet Saidman, of the News 
Chronicle, speaking on “Photo- 
graphy in the House Journal,” 
illustrated with slides his address 
on the correct use of the printed 
picture. 

Although he was objectively 
critical, he said: “The industrial 
house journal editor is to be com- 
plimented on the _ wonderful 
selection, layout and reproduc- 
tion of photographs in British 
house magazines.” 

David Wheeler, of the British 
Market Research Bureau, speak- 
ing on readership surveys, ex- 
plained the two main types of 
readership survey, those which 
set out to describe the readers of 
all the leading press publications 
—national newspapers and maga- 
zines; and those which were com- 
missioned by a particular publica- 
tion in order to gauge reader re- 
action to the different features 
appearing in that publication. 

He gave members an analysis 
of the results which could be ob- 
tained by the second type and the 
way in which they could be 
applied to house journals. 

“The Aid of the Printer,” was 
the title of an address by Charles 
E. Batey, Printer to the Univer- 
sity of Oxford. 

One of his main points was 
that there must be full under- 
standing between all those whose 
job it was to produce the final 
printed job. 

“Printing will only be good,” 
said Mr. Batey, “if there is unity 
of design: all those concerned 


with it must want the same thing.” 


ADVERTISEMENTS 


Mrs. Sue Hewitt, cookery demon- 
strator in charge of Van den Berghs’ 
new mobile kitchen, hoists the flag 
at the Oxfordshire Agricultural Show 


at Kidlington. Mrs. Hewitt also 

drives the van, which is scheduled to 

visit more than 20 agricultural shows 
this summer. 


Ads screened 
inside buses 


Middlesbrough Corporation's 
transport committee, which had 
always opposed advertising on 
its buses, has now recommended 
that illuminated roller advertise- 
ments should be fitted in its 
vehicles. 

The device is fixed to the bulk- 
head behind the driver on the 
lower deck. The advertisements, 


in colour, revolve, and slowly 
appear one at a time on a 
“screen.” When all the pictures 


have been shown, the roller re- 
verses, displaying them again. 
The advertisements can be 
changed periodically. 

A Scandinavian idea, it is used 
in the United States and on the 
Continent, but this is believed to 


be the first time it has been 
adopted in Britain. 
“It is novel and bound to 


create interest” commented chair- 
man Ald. W. Flynn, and after the 
first trials, transport manager F. 
Lythgoe said that it had proved 
“highly satisfactory.” 


RECEIVED 


This caravan branch office for the “Evening Sentinel” has been opened in 


Merrial Street, Newcastle-under-Lyme. 


It offers improved facilities for the 


public and is open during normal office hours each weekday. 


Piccadilly ban: 
‘Sign would fill 
gloomy gap’ 


At a Ministry hearing of an 
appeal against a ban on a sign in 
Piccadilly Circus, S. J. Docking, 
conducting the inquiry, agreed 
to inspect the Circus by night as 
well as by day. 

The request was made by 
Harold Williams, who appeared 
for Claude-General Neon Lights 
Ltd. in the appeal against West- 
minster City Council’s ban on 


two signs proposed for the 
eastern wing of the Criterion 
Building. 


Permission for the signs was 
refused by the council in August 
last year on the grounds that 
they would disfigure the architec- 
tural character of the building. 


Sign on extension 


Mr. Williams said the 1874 
building had been extended east- 
wards in 1903, and it was on this 
extension that they sought to 
erect the signs. 

The proposed display could 
not affect whatever architectural 
interest remained in the building. 

“The building with which we 
are concerned is in the eastern 
half of the southern side of 
Piccadilly Circus, directly facing 
what is the most brilliant display 
of illuminated advertisement in 
London,” he said. 


‘Gay display’ 


He hoped that Mr. Docking 
would view the site by night as 
well as by day, when he would 
sce that it creates a “gloomy gap 
in the gay display” of advertis- 
ing in the Circus. 

Piccadilly Circus was well 
known as a chief centre of this 
form of advertising in England 
and was one of the chief sites of 
this type of advertising in the 
world. It was a relevant and 
material fact that it was an en- 
joyable and attractive spectacle. 


Entertainment centre 


‘He concluded: “Piccadilly 
Circus is a great centre of enter- 
tainment and refreshment and in 
my submission is wholly appro- 
priate of the continuance of this 
form of advertising.” 

Sir George Pepler, past presi- 
dent of the Town Planning Insti- 
tute, gave evidence supporting 
Claude-General. 


“No one can deny that in 
Piccadilly Circus illuminated 
signs have found a_ spiritual 


home, and it clearly indicates that 
the building should be considered 
a fitting component of the dis- 
play,” he said. 

The proposed signs would be 
mounted on rails and not on 
panels, thus enabling the build- 
ings to be seen, he added. 
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= SHIELDS 


"Shields Gazette 


SUADERLAND 


A two-fold drive on Tyneside 


The river Tyne separates* the two busy towns of North 
Shields and South Shields. The towns however have much 
in common; they earn pretty much the same wages, but 
they do not share the same newspapers. 


IN NORTH SHIELDS AND TYNEMOUTH | IN SOUTH SHIELDS 


The Evening News holds sway. It is bought by | The Shields Gazette has a sale of 35,221, 
16,304 people every day, which means that it | which means that eight out of ten 
enters nearly three out of every four of the 
19,800 households in the town. Advertisers 
have a receptive public in an area where both 
work and raoney are plentiful. 


families in South Shields read it every 
day. Almost the entire sale is delivered 
to the home. 


Advertisers can do good business in these towns where retail 
shops have a combined turnover of some £17 million each year. 


“There is no bridge over the Tyne east of Newcastle. 


~— Shields Gazette 


And Shipping Gelegraph. 582 48° 


Evening Dews .... 


TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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IDEAL HOME 


ACTION IS 
SETTLED 


An action by Associated News- 
papers, Ltd., organisers of the 
“Daily Mail” Ideal Home Exhibi- 
tion, to restrain Lew Barclay Ex- 
bitions Ltd., of Rodney Road, 
Cheltenham, from _ representing 
that any exhibition organised by 
them was, or was connected with, 
the “Mail’s” Ideal Home Exhibi- 
tion at Olympia, London, was 
settled before Mr. Justice Har- 
man in the Chancery Division 
recently. } 

In July last year Associated 
Newspapers were granted an 
interlocutory injunction against 
the defendants on a motion 
arising from the defendants’ ex- 
hibition at Military Field, 
Roundhay Park, Leeds, which, it 
was alleged, they were advertising 
as the “Great Yorkshire Ideal 
and Industries Exhibi- 


Guy Aldous, QC, for Asso- 
ciated Newspapers, said that the 
parties had now come to terms 
which would dispose of the 
action. 

» No representation 

Lew Barclay would be added 
as a defendant and both defen- 
dants would undertake not to re- 
present that any exhibition not 
being the plaintiff's was or was 
associated with the plaintiff's 
Ideal Home _ Exhibition § at 
Olympia. 

They would also undertake not 
to use the words “Ideal Home” 
or “Ideal Homes” or similar 
words in relation to any exhibi- 
tion not being the plaintiffs’ un- 
less such words were preceded by 
words indicating the locality as 
part of the title of the exhibition. 

In their advertisements, bro- 
chures and leaflets they would in- 
clude in prominent letters the 
name of the organisers. 

A. A. Baden Fuller, for the de- 
fendants, said the interlocutory 
injunction would be discharged 
and he understood there would 
be no order as to costs. In giving 
the undertaking, the defendants 
were not admitting they had ever 
represented that their exhibitions 
were, Or were associated with, the 
plaintiff's Ideal Home Exhibition. 

His Lordship made an order 
staying the action on the terms 
agreed. 


>. 


The Bacon Information Council's Bacon Barbeque at the May Fair attracted 
large crowds who consumed something like 1,500 bacon burgers each 


evening. 


These were prepared on two Tel Super Chef Infra Red grills at 
the rate of ten rashers every 20 seconds. 
Cooking with Bacon and Ham” was given away free. 


The Council's booklet “Good 
Agents for the 


Bacon Information Council are Erwin Wasey and Co., Ltd. 


Brochure shows 


growth of 


‘Woman’s Own’ 


A George Newnes Ltd. bro- 
chure for advertisers and agents 
emphasises the growing power of 
Woman's Own. Ad director is 
Stuart Mander. The brochure, 
which contains a copy of this 
week’s 80- 
page issue 
- : of Woman's 
Own is pro- 
duced in five 
colours, us- 
ing silhouette 
drawings of 
women as a 
display 
motif. The 
cover is 
printed on 
Kromekote, 
mounted and 
is backed 
with white 
chromo and 
wire bound. 

The sales progress of Woman's 
Own and the increasing number 
of advertisement pages both in 
monotone and colour are shown 
by graphs and there is a map 


Stuart Mander 


showing the coverage of 
Woman's Own by sales and 
readership in comparison with 


the women population of the 
country. 

During 1955 Woman's Own 
carried a total of 1,416 advertise- 
ment pages. 


New creative books for admen 


A director of the London Press 
Exchange Ltd., Ernest Biggs, 
FIPA, has written a new book 
titled Colour in Advertising. 
Published today by The Studio 
Ltd., this volume (price 42s.) con- 
tains some 130 examples of the 
best colour advertising, each 
analysed by the author. 

There are chapters 
with the psychological impact 
of colour, reproduction pro- 
cesses , standardisation, and the 
growth of colour in national 
magazines. 

A full-length review of this 


dealing 


book will appear in next week's 
ADVERTISER'S WEEKLY. 

Another book out today, also 
published by The Studio Ltd., is 
Eric Hobbs’ Drawing for Adver- 
tising (price 25s.). The author, 
art director for S. H. Benson 
Ltd., has divided the volume into 
three sections: the first explain- 
ing an artist’s position in an 
agency; the second describing 
advertising art, its scope and 
techniques ; and the third on re- 


production matters. There are 
over 100 illustrations, many in 
colour. 


SARRUT WINS 
3 AWARDS 


The Grand Prix for “the best 
advertising films with the most 
short and powerful impact” was 
awarded at the Milan Fair to La 
Comete, Andre Sarrut’s Paris 
company which is associated with 
Dimitri de Grunwald’s London 
organisation, Screenspace Ltd. 

It was awarded for three films: 
“The Beach,” a one-minute Tech- 
nicolor film made for Shell ICA, 
“Azur,” a one-minute Eastman- 
color production made for 
French cinema distribution; and 
“The Bull Fight,” a one-minute 
Technicolor film made _ for 
Adolph’s meat tenderiser, distri- 
buted in the United States. 


PR for tourism 
John Hurd Associates Ltd. 
have been appointed by the 
Syndicat d'Initiative et Tourist- 


ique de Boulogne - sur - Mer, 
France, to carry out a public 
relations campaign aimed at 


popularising Boulogne’s tourist 
facilities, particularly for British 
“no passport” day trippers. 


‘ . 
Copywriters 
A missing letter changed the 
sense of an advertisement last 
week for Wilson Advertising Ltd., 
‘ll Peter Street, Manchester, 2. 
They were in fact advertising for 
“copywriters, particularly those 
experienced in mail order and 
proprietary medicines copy. 
urgently required for rapidly 
expanding agency.” 
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An invaluable 
reference for 
agents, PROs 


On Tuesday of this week a 
reference work was published 
which will prove of great value 
to every advertising agency and 
public relations organisation: 
The International Year Book and 
Statesmen’'s Who's Who. 


First launched in 1953, under 
the imprint of Burke’s Peerage 
Ltd., each edition has been 
enlarged and has carried many 
new features. This work has 
gained a _ reputation for its 
authoritative and comprehensive 
world-wide data. 


The fourth edition (price 
£8 8s.) has five main sections: 
(1) international organisations, 
covering every body from. the 
United Nations to the Wool 
Secretariat and Socialist Inter- 
national; (2) the states of the 
world, giving economic and 
political information on each 
country; (3) biographies of 
10,000 prominent and influential 
men and women; (4) map 
section; and (5) reigning royal 
families of the world. 


Leading papers 


It also includes some important 
new items: (1) the world’s prin- 
cipal newspapers, with details 
being given for each country ; 
(2) organisation charts of the 
Foreign Offices of the five great 
powers—USA, UK, USSR. 
France and China ; (3) an intro- 
ductory article of great signific- 
ance on “Human Relations in 
Industry,” by Sir Harold West ; 
and (4) a special article on 
“British Industry's International 
Ramifications,” by M. Duffy. 


In compiling this work, a 
welcome degree of co-operation 
has come from the Soviet Union. 
Hitherto it has been necessary to 
prepare articles on the USSR 
from such material as could be 
obtained from non-Soviet 
sources, But this time the 
Soviet authorities in Moscow and 
at the London Embassy gave 
every possible aid. 


Copies of this invaluable 
reference work can be obtained 


through any bookseller—or 
direct from the publishers at 
Mercury House, 109-119 


Waterloo Road, London, S.E.1, 
at £8 8s. 


oe 
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Members of W. H. Smith & Son Lid.'s staff who took part in the firm's 
dramatic society's production of “Dear Octopus” at the Rudolf Steiner 


all. The play was performed on three separate evenings. 
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Dp. 


as advertised to 
13 million readers— including you! 


Which indicates surely—don’t you agree ?— 


Ads for the PIC are PRIORITY! 


SUNDAY PICTORIAL 


READERSHIP: 15,655,000 (1.P.A. SURVEY) NET SALE 5,600,642 (ABC JULY TO DECEMBER 1955) 
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Leeds 


ADVERTISER'S WEEKLY 


. 7 
Financial 
° o 
position 
6. © 9 
improving 
In the Publicity Club of Leeds 
annual report a big improvement 
in finances is reported. Charles H. 
Dyson, treasurer, announcing this, 
says: “Expenses have been kept 
down wherever possible, with the 
result that last year’s deficit of 
9s. 8d. has been turned into a 
surplus of £120 13s. 9d." A £50 
cheque had been sent to NABS. 
Chairman Wallace Diggle pays 
tribute to the late Frank Dutson, 
and also to Sam Minson, honorary 
secretary of the Club. 
The chairman say: “Attend- 
ances at meetings have been fairly 
good, but only ‘fairly’ ”’. 


The F. E. Cook Cup, which is 
awarded annually to the member 


Club News 


who is considered to have rendered 
distinguished service to advertising 
and/or the club, was awarded to 
secretary Sam Minson. 

C. Roderick Gallant, chairman of 
the education committee, reports 
that the classes held at the Leeds 
College of Commerce in connection 
with the Diploma of the Advertising 
Association were not supported to 
the extent which they deserved. If 
improved support was not forth- 
coming there was a danger of the 
course being withdrawn. 


R. S. Seton, chairman of the 
public speaking section, reports 
“one of the busiest sessions for 


some time,” which culminated in 
the annual competition for the 
Frank Dutson Trophy, won by 
J. R. W. Worrall, who was also 
selected as the best individual 
speaker in the National Public 
Speaking Competition. 
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Golfers at last week's NAGS meeting. Glanvill Benn, captain, and George Dunbar, vice-captain, are in front row. 


Golf 


Low scores at exciting NAGS meeting 


Unusual interest was added to the 
traditionally pleasant atmosphere 
when the Newspaper and Adver- 
tisers Golfing Society held its spring 
meeting at Berkshire on Wednesday 
last week. In the morning, com- 
petition was so keen and of such a 
high standard that the issue on both 
courses was in doubt until after 
2 p.m., while golfers gathered round 
the results board watching with 
rising excitement the writing up of 
one score after another in the late 
60s and early 70s. 


Eventually Jack Blanch was de- 
clared winner of the round on the 
red course after a tie with G. A. G. 
Selby-Lowndes. Both returned 69 
net, but Blanch had the better 
inward half. On the blue course 
Gordon Millem almost exploded the 
club house by coming in right at the 
end with a very fine 66 net—an easy 
win. 

In the afternoon foursomes 
Nicholas Royds and F. G. Roe— 
who had only met for the first time 
that morning—won on the red 
course with the excellent score of 
over 41 stableford points. They 
were “out"’ in 36 strokes, one under 
bogey, thanks to long, straight driv- 
ing and accurate putting by Royds 
and high-class approaches by Roc. 
This was Royds’ second success in 
eight days, for at the AA Confer- 
ence at Brighton he won the singles. 


William Marshall, public relations officer and entertainments manager for 
the Morecambe and Heysham Council, was the speaker at the May meetin 


of the Liverpool and District Publicity Association. 


Here Mr. Marshall 


shows some of those present his latest holiday brochures. Left to right are 
H. S. Risby, Southport Corporation, D. §. Rothschild, Middleton Tower, 
Heysham, G. E. Rimmer, Southport attractions manager, Mr. Marshall, 


A.Wilkie, publicity manager,‘‘News Chronicle,” and H 
manager, Southport. 


. R. Morton, publicity 


More than 70 players took part. 
At the prize distribution, Glanvill 
Benn, captain, welcomed the follow- 
ing new members: 

Frank Coulson; F. D. Y. Faulk- 
ner; P. J. Fawdry; James Hillman; 
W. G. Lockey; J. Keith Taylor; 
Geoffrey Walker. Results: 

Morning singles. Sir Emsley Carr 
Cup—J. W. E. Blanch; runner-up, 
G. A. G. Selby-Lowndes; best first 
nine, W. S. Robinson; best second 
nine, D. Dottridge. 

Golf Illustrated 
Millem; runner-up, Dennis 
more; best first nine, D. J. 
Lowe; best second nine, D. P. 
Weiner. 

Layton Scratch Goblet—Robinson. 
Old Nags Cup—F. D. Y. Faulkner. 
Weight for Age Cup—E. C. Millard. 
La Coupe des Lapins—N. J. T. 
Holland. John Cook Trophy—N. 
M. MacLean. 

Afternoon foursomes. Advertising 
World Cup—F. G. Roe and 
Royds; runners-up, G. Dunbar and 
Lowe; best first nine, Millem and 
Weiner; best second nine, M. B. 
Critchlow and Martin Lewis. 

Evening News Cup—P. E. 
Deverall and M. Watt; runners-up, 
D. Flower and W. A. Slark; best 
first nine, G. Benn and Robinson; 
best second nine, C. Daniels and C. 
Glover. 


Cup — Gordon 
Pass- 


Bristol 
Meetings ‘should be 
entertaining’ 


_ “We come to the monthly meet- 
ings, not only to be informed, but 
also to be entertained,” said 
C. W. C. Farrow, of Fords Adver- 
tising Ltd., during a discussion on 
the choice of subjects for the next 
session, at the annual general meet- 
ing of the Bristol and West Pub- 
licity Club. 

In his report of the past year, 
G. Morley Davies, retiring chair- 
man, paid tribute to the outstanding 
services rendered to the education 
section by F. E. Tucker and R. 
Hignell. Officers elected were: 
president, G. Morley Davies: 
chairman, Ken Wood; vice-chair- 
man, L. C. Shepherd; secretary. 
R. E. Andrews; treasurer, K. V. 
Gill; council: D. Fuller, J. B. Hunt, 
R. R. Jordan, W. E. Knight, F. E. 
Tucker and R. Hodges. R. J. 
Pearce, the retiring president, was 
appointed a vice-president. 


Women’s Club 
Possibilities in the 
West Indies 


Two-way advertising possibilities 
were suggested to the Women’s 
Advertising Club of London by 
Lady Huggins, wife of the former 
Governor of Jamaica, when she 
spoke of the potentialities of the 
British West Indies at the Club's 
dinner. 

British exporters to the British 
West Indies, she said, enjoyed tariff 
advantages, and most of the goods 
in the shops were British. Never- 
theless, she was of opinion that 
more could be done, particularly 
in luxury foods, fruit drinks, better 
footwear, and in encouraging British 
investment in the British West 
Indies. 

There were marketing and adver- 
tising possibilities well worth ex- 
ploring, she said. 


Birmingham 
New officers 


elected 


_ At the 10th annual general mect- 
ing of the Birmingham Publicity 
Association held at the Queen’s 
Hotel, Birmingham, the following 
officers were elected: president, 
J. A. Carney-Smith; chairman, E. H. 
Drake; council members: W. G. 
Appleyard, E. N. Mumford, 
J. W. Bragger, E. Luscott-Evans, 
M. McCallum, K. W. Bailey, W. H. 
King, T. R. Gough, H. Hatton, 
Miss E. Smith. 


Ad Man’s 
Diary 


Tuesday, May 29. 
PUBLICITY CLUB OF LONDON. Little 
Journey to the Kent Oil Refinery. 


Wednesday, May 0. 


INCORPORATED ADVERTISING MAN- 
AGERS” ASSOCIATION meeting. Sir 
Walter Puckey on ‘“‘Automation.”’ 


Management House, 8 Hill Street, 
Londen, W.1. 6.30 p.m. 
Thursday, May 31. 
SOCIETY OF TYPOGRAPHIC 
annual general meeting 
Friday, June 1. 
INCORPORATED SALES MANAGERS’ ASSO- 
CIATION (Leeds branch) evening meet- 
ing and annual general mecting. 
PUBLICITY CLUB OF BOURNEMOUTH 
luncheon meeting. Speaker: Ralph 
Wightman. Grand Hotel, | p.m. 
PUBLICITY CLUB OF LONDON presi- 
dent’s luncheon. Mansion House. 
12.30 p.m. 


DESIGNERS 


A.B.C. Figures 
Jan. to June, 1955 


67,427 


Copies 
Weekly 


CAMBRIDGESHIRE TIMES GROUP “<2 oftice: TIMES BUILDINGS, MARCH 


London Representative: W.H. WALMSLEY 


69 Fleet Street, E.C.4 


Northern Representative: ARNOLD ELLIS 
64 Cromford House, Manchester, 4 


Tel. March 2368/9 


Tel, Fleet Street 9353 


Tel. Blackfriars 6987 
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What goes into 5,000,000? 


One thing that can is your advertising message. It can 
go into 5,000,000 intelligent minds—5,000,000 minds 
belonging to people. who will read what you have to say. 
The way in is through The Reader's Digest. 

Why do the men and women who enjoy this magazine 
each month provide such a productive market? One 
reason is that they are comfortably above the average in 
income—over a million of our readers own their own 
houses, and nearly a million have motor-cars. Well over 
two million of them are women, with the household 
spending responsibilities that this implies. 

But more important still is our readers’ character. The 
Reader’s Digest deliberately sets out to please people 
with inquiring minds, receptive to new ideas. Ifs pheno- 
menal success—over a million sale in Britain, a world 


sale of over eighteen million—is the measure of the op- 
portunity it offers to the advertiser. Its readers really 
read it—pick up each issue many times as they browse 
through its articles. There is ample evidence that they 
read the advertisements, too. And they are exactly the 
kind of people, better informed than most, whose 
example is apt to influence their friends. 

It is because of the character of its readers and their 
pleasure in reading it that The Reader’s Digest is one of 
the great advertising media of Britain. 


OVERSEAS International editions, 27 of them, cover 
key export markets. The British exporter can book space in 
London and, usually, pay in sterling. 


NO WONDER IT’S CALLED 


A MAGAZINE FOR READERS WITH A GUARANTEED 1,100,000 SALE 
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NO SALES FOR 
MR. ROBOT 


The development of automation 
in industry presents new tasks 
for advertising and public 


relations. 

First the idea has to be sold to 
the workers. That is where 

_ public relations comes _ in. 
And, as the Earl of Selkirk told 
industrial editors at their con- 
ference, they can play “a very 
large part in the formation of 
ideas and recognition of the 
fact that, however important 
the machine, man still remains 
much more important.” 


New products 


Then advertising will have to 
step in and sell at home and 
abroad the mass of new pro- 
ducts which will pour from the 
production lines. 

Awareness of the marketing im- 
plications of the new situation 
which is developing is already 
being shown by the Incorpor- 
ated Advertising Managers’ 
Association. In London next 
week they will hear about auto- 
mation from Sir Walter 
Puckey. 

At the same time they should 
study the statements made by 
Maurice Batchelor at the 
annual conference of the 
United Commercial Travellers’ 
Association, 


No terrors 


The robot age need have no 
terrors for the British salesman, 
he said. 

@ No automaton could embody 
the five virtues of the success- 
ful salesman—tact, eloquence, 
persuasion, patience and per- 
severance. 

Mr. Robot could not be sent to 
adjust the account or smooth 
over a difficulty. No mechanical 
man can pull out the unfore- 
seen factor, that something 
which makes the sale. 

It is the live, virile human force 

commercial travellers which 
keeps the shops of Britain 
adequately stocked with a 
variety of goods, keeps the 
factory wheels turning and pro- 
vides employment. © 

Yet there is a danger to Selling 
in the coming automatic age. 
It is that the sales message 
may become stereotyped— 


automatic instead of imagina- 
tive, 


FOR PLANNED 


DIRECT MAIL — ADVERTISING 
THAT SUCCEEDS -CONSULT 


SHOULD the newspapers; 
and particularly the great 
national dailies, run a constant 
editorial campaign telling their 
yeaders what a good thing 
advertising is ? 

It’s an old theme for argument 
in the places where advertising 
men talk; in fact, never ending 
except for those natural breaks 
in which a little hard selling is 
done. 

The subject was given another 
good airing last week when the 
private inquests were being held 
on the Brighton Conference of 
the Advertising Association. No 
conclusion was reached, of 
course, because there are two 
diametrically opposed schools of 
thought: 

First school says: Editors 
should recognise who butters 
their bread and explain to the 
consumer how advertising per- 
forms so many wondrous deeds, 
such as raising the standard of 
living, keeping down prices and 
holding up democracy. 

Second school retorts: News- 
papers should publish only what 
they consider to be news. Any 
attempt to plug the values and 
virtues of advertising would 
make readers suspicious and 
reduce the value of the medium. 

Two things sparked off all the 
talk: the failure of the Confer- 
ence to get much publicity in the 
popular press, and a strange piece 
in the Daily Express by city 
columnist Frederick Ellis. 


WHERE DID HE GET 
THAT QUOTE? 


HE Conference we all know 

about. The organiser, Brian 
MacCabe, wouldn't let the re- 
porters in to the working ses- 
sions. The Ellis story is not 
quite so clear cut. 

Reporting a drop in profits, he 
wrote: “My! But the Thomas 
Hedley Tide and Daz firm took 
a proper drubbing last year... . 
US-born chief William Ittman 
nips in to explain that rising costs 
and advertising spending caused 
the drop. Actual sales showed 
little change.” 

That really upset both schools 
of arguing ad men. They dislike 
any suggestion that advertising is 
paid for by the consumer, but 
they positively hate any sug- 
gestion that it cuts the profits. 
And rightly so, for the task of 


16 


TALKING POINTS 


advertising is to sell economica- 
ally, as indeed all but the most 
stupid economists admit. 

Initial reaction was to blame 
Mr. Ittman for a strange state- 
ment. But Hedleys say their 
chief made no statement. They 
“assume Mr. Ellis was quoting 


a Py 
WET 

What is motivation” re- 
search? Well, it's sort of 
finding out why people buy 
your competitor's product. 

Is it worth while? And does 
it produce any selling ideas? 

A clue comes from America, 
in a “Printers’ Ink” news 
flash: 

New Goetz bar campaign 
based on motivation research 
studies, will stress slogan: 
Wet'n Wonderful. 


from an explanatory note circu- 
lated with the statement of 
accounts.” This said: 

“This reduction [in profits] 
was not unexpected and arose 
primarily as a result of keener 
selling prices, increases in gen- 
eral selling and manufacturing 
costs, and the maintenance of 
marketing expenditures at the 
high levels established in recent 
years. It serves to illustrate 


Why dive Ellis blame the fale shen 
profit tide turns? 


that, in a highly competitive 
industry such as ours, increased 
costs and marketing expendi- 
tures are not necessarily, as is 
sometimes suggested, passed on 
to the consuming public but 
can fall directly against the 
company’s profits and, in this 
case, have done so.” 

Mr. Ellis might reasonably 
have quoted most of that. He 
might also have noted that the 
word advertising does not appear 
—except in his own copy. 

Why not help the other half 
of the publishing business when 
you get the chance, Fred? 


*NO RESTRAINT’ 


HEREAS the popular press 

carried little about the AA 
Conference, some more serious 
journals gave it good mention. 

The Investors’ Chronicle, for 
example, devoted a full page 
largely to an analysis of H. R. 
Tomalin’s “no restraint on sell- 
ing” speech. 

Referring to his statement that 
the task of telling the public 
about products devolved on the 
manufacturer (“that means 
brands and branding”) the 
Chronicle cogently adds: 

“He might have added that 
this is the only way in which 
the independent manufacturer 
and the small shopkeeper, per- 
haps even the departme nt store, 
can face the competition of the 
chains.” 


TO-MORROW’S TOPICS 


@ Sharply boosted print bills 
following the recent four-union 
settlement and block-making 
charge revisions will generally 
be met by raised newspaper 
and magazine selling prices. 
The percentage increases are 
expected to be the 
since the war. 


@ New plans are being studied 
for the advertising and pub- 
licity of Ealing Studios. A 
change of name for the studios 
themselves is under considera- 
tion. 


@A new shampoo will be 
marketed shortly. It will be 
heavily advertised, and a full- 
scale public relations campaign 
will back the launching. 

@A_ London public relations 
concern is planning big expan- 
sion with the aid of a paid ad- 
vertising campaign for its own 
services in the consumer press. 


@ Brewers are planning more 
colourful labels and re-shaped 
bottles and packs to compete 
with brightly presented, con- 
tinental lager beers. 

. Petrol claims have not ended 
aromatics and other 
qualities. “Even 
better” grades are being pre- 
pared for marketing by com- 
peting concerns, and they will 
be backed by ad campaigns 
massive even by oil company 
standards. 


@ Savage battle developing in the 
cigarette market will lead to 
new smoking appeals. Watch 
out for a menthol gimmick. 

A junior watch is planned for 
launching with a vigorous cam- 
paign directed at the 800,000 
children coming into the watch 
market each year. 


ROUND TABLE 


Phone: 


The RECT M 


445, STRAND, LONDON, W.C.2 
COVent Garden 0755 
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Get advance 
information on CANADA 


{ Complete, Up-to-Date 


Market Analysis WITHO UT 


of Seven Key 


Canadian Cittes f O by , a 
2 


Save yourself costly mistakes by finding out—in advance—all the 
information you need to know about seven important Canadian markets. 


In seven informative booklets you get a complete, up-to-date picture 
of the factors which will influence your sales in Ottawa, Hamilton, 
Winnipeg, Edmonton, Calgary, Medicine Hat and Vancouver. 


You learn their buying power, retail sales, buying habits, 
number of households, retail outlets and types of industries. All this plus 
“many more equally important and vital facts. 


In selling Canada, these cities make up a rich market you can’t afford 
to miss. They comprise the great SOUTHAM newspaper market. . . 
a $1,775,371,000 market covered by the seven Southam newspapers 
with more than 1,500,000 loyal readers daily. 


With the Southam Survey on your desk, you can save yourself 
hours of research and correspondence. All the information you need 
will be available at your fingertips when you want it. 


These booklets are published as a service to 
all those who need up-to-date authentic facts 
and figures on Canadian markets. Order your 
FREE copies TODAY! 


F. A. Smyth, 34 Ludgate Hill, London E,C.4, England 
or telephone City 2784. 


news THE SOUTHAM Ws, NEWSPAPERS 


OF CANADA 
OTTAWA HAMILTON WINNIPEG CALGARY ## MEDICINEHAT EDMONTON VANCOUVER 
Citizen Spectator Tribune Herald - News Journal Province 
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COMMERCIAL TELEVISION 


There is a climate of opinion among 
film production companies that 


prices must go up 


TV films are booming 


—and so are the costs 


OME 20 years ago I was 

one of a number of thin 
props vainly trying to support 
the crumbling edifice of a 
feature film production com- 
pany—and before it fell around 
us, we were joined by a 
stouter prop. 

This was the representative of 
the financial interests who had 
invested in the company not 
wisely but too well—a bowler- 
hatted, striped-trousered gentle- 
man with a rolled umbfella and a 
limp handshake. He was there 
to stop the rot, and before you 
could move there he was setting 


” eanveso) 


up a new film that he had con- 
ceived all by himself. : 
From this short story you will 


infer, correctly, these three 
generalisations: film making is 
® Costly 
® Hazardous 


@An attractive escape from 
routine to the white collar 


worker. 
In the breasts of many out- 
wardly respectable gentlemen 


there beats a passionate and 
secret desire to be film producers. 
And why not? Film-making is 
great fun. Everyone wants to 


—_ 


= = gevENOAKs 


SOUTH EASTERN 


GAZETTE 


ESSENCER 


Head Office: MAIDSTONE 5388 London: 80, FLEET ST. Fifet S 


CHATHAM 


OBSERVER 


in commercial spots during the 


M. DANISCHEWSKY, 
director, TV Advertising Ltd. 


And nowadays — thanks to 
commercial television—there is 
hardly a chap treading the broad 
pavements of Mayfair and hardly 
a nightingale in Berkeley Square, 
who is not having a go. 


Yes, the advertising agents, for 
instance. 


Experience in films 


They have become film pro- 
ducers willy-nilly, as an everyday 
part of their work. They have 
dabbled in film production 
before, with documentary films 
for clients with prestige back- 
grounds (and excess profits) and 
with filmlets for cinemas. 


But this was small fry com- 
pared with their present and 
future commitments for tele- 
vision, for it is an exploded 
secret now that the Indepen- 
dent Television Authority will 
flourish like the proverbial 
green bay tree and that three 
years from now the big adver- 
tising agencies will be adminis- 
tering an annual output of film 
greatly exceeding, in length, the 
total output of the big feature 
studios. 


At a rough, conservative guess 
the equivalent of 12 full-length 
films has already been produced 


Monja Dani- 
schewsky is seen 
here discussing a 
script point with 
Sir Compton 
Mackenzie, whose 
book, “Whisky 
Galore,” he pro- 
duced in associa- 
tion with Sir 
Michael  Balcon. 
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first six months of commercial 
television. 


_As a battle-scarred veteran i 
give welcome to the newcomers. 
I have enjoyed working with them 
and have learned a good deal 
from them. It does nothing but 
good to have our film production 
methods come under the scrutiny 
of advertising experts, accus- 
tomed to statistics and scientific 
research. They have exposed a 
certain lack of streamlining, they 
have kept us on our toes and 
they too, I think, have learned a 
lot from working with us. 


Know the tricks 


We can no longer dazzle them 
with science or weave a web 
around them of technical abra- 
cadabra. They now know that 
showing a film double-headed 
has nothing to do with a hang- 
over, that a lavender is not neces- 
sarily fragrant, and that a married 
print is the welding together of 
apparently irreconcilable ele 
ments—to be rent asunder only 
by a fogue projector. 

They will, I am sure, forgive 
me for saying that they do not 
know all the answers as yet, and 
one of the gaps in their know- 
ledge, I submit, is what it costs 
to run a film production com- 
pany and to make each individual 

m. 


This has given them a wary 
approach towards the price 
factor. 

I can now allay their fears. 

They have not been robbed. 


Tremendous activity 


In the first six months of com- 
mercial television a number of 
production companies, some 
established in other fields, others 
newly formed, have vied with 
each other for the favour of the 
advertisers and their agents. They 
have, it is generally agreed, made 
films which command as much 
viewer interest, at least, as the 
programmes. 

The fiy in the ointment has 
been the price factor, and in 
an effort for each to win a 
share of the market, the pro- 

@ Continued on page 20 
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If it’s point of sale! 
DISPLA Y CRAFT :, OF LONDON 


can give you an 
all round A to Z 
service 


OVER 30 YEARS OF ‘ KNOW- 
HOW’ 


It’s the ‘ Know-How’ that counts 
in the design and production of 
first class Point-of-Sale material. 


Display Craft of London founded 33 years ago by our 
present Managing Director—a leading Display Expert— 
has built up a team of experts who after years of experi- 
ence have acquired the necessary ‘ Know-How’ and 
practical experience to design and produce Screen 
Printed Display Material which is second to none in 
Britain for its originality and Sales Appeal. 

Display Craft of London will Design, Print, Produce and 
Pack Screen Printed Display Material in any desired 
quantity from 50 to 50,000. 


DISPLAY CRAFT 


LIMITED 


88, Acre Lane, Brixton, 
London. $.W.2 


TEL: BRIXTON 7871/4 


*k 


BRITAIN’S i a WINNERS OF THIS YEAR'S 
‘ HOLSTIUS CUP & SIX 


LEADING MECHANISED OTHER AWARDS 


SCREEN PROCESS 
COLOUR PRINTERS 
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If you require a new 
creative approach to 
your Sales Promotion 


material —the 


Astral Arts Group 


offer a complete service 


for the design and 


- quality production 


_ of Sales Literature, 


Point-of-Sale and 
Dealer Displays. 


171 NEW BOND » STREET, LONDON, wa 


GROsvenor 8714 (Ten fines) 
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Television films are not 
-cheap—for sound reasons 


ducers have created a norm of 

pricing which does not relate 

to their own costs. 

A number have already fallen 
by the wayside and the rest face 
a profitless future unless some 
new thinking is applied to the 
problem. 

It is not a bad thing to disclose 
to the advertising agents that 
there is a climate of opinion today 
| among the production companies 
who wish to stay in business that 
prices must go up. Film-making 
may be fun, but it has got to be 
fun for the shareholders as well 
as for the technicians, These are 
the harsh facts of commercial 
life which advertisers understand. 

In our own company, for 
example, the cost sheets take in 
no less than 64 production factors 
covering 11 general headings: 
Studio, Sets, Cast and daily crew, 
Music and effects track, Packs and 
titles, Laboratory. Editing, Loca- 
tion, _Incidentals. Production 
overheads, Animation. 


Different proposition 


It is worthwhile listing these 
items in detail if only to bring 
home to the buyer of filmed com- 
mercials the fact that making a 
film is a very different matter to 
| producing a poster or newspaper 

advertising and that the produc- 
| tion costs in relation to the total 
| appropriation cannot be viewed 
in any traditional light. 

Here is the list : 

Studio rental, Electricity, 
Stock, Sound crew, Construc- 
tion crew, Electricians, Art 
director, Set construction, 
Props and set dressings, Trans- 
port, Signwriting, Wigs, cos- 
tumes and wardrobe, Make-up 
and hair-dressing, Cast, Asst. 
director, Focus, Continuity 
girl, Library music, Royalties 
for music, Recording, 
Musicians, Singers, Narrators, 
Effects, Dubbing, Tape trans- 
fers, Remaking packs, Making 
titles and drawings, Shooting 
titles and drawings, Rushes, 
Married prints 35 & 16 mm, 
Opticals, Neg. cutting, Fine 
grain and dupe negs., Search 
fees, Stock footage, ‘Spacing, 
etc., Camera, Generator, Lamp 
hire, Travelling (personal), 
Hotels, Allowances, Sound 
truck, Sound crew (location), 
Transport of equipment, 
Gratuities, Incidental expenses, 
Insurance, Projection, Sound 
royalties, Director, Camera- 
man, Operator, Production 
manager, Production assistant, 
Editor, Cutter, Cutting room, 
Script and/or storyboard, 
Auditions, Rehearsals, Car- 

} toon, and Pack Animation. 
| It will also be seen from the 
| foregoing that the 15-second film 

in fact is a microcosm of the 90- 
| minute film, inasmuch as it has 
| to go through the same produc- 

tion processes, employ the same 


} 
} 
| 
| 
| 
} 
| 


variety of professions, arts, 
crafts, trades and workers. 

Many of these artists, crafts- 
men and technicians have to be 
highly qualified experts and their 
fees and salaries are not only 
commensurate with their. specia- 
lisation but have been evolved in 
an industry with a history of in- 
security of employment. 

The film production business is 
union controlled and the mini- 
mum wages and crew conditions 
negotiated by the unions apply 
equally to the making of a 15- 
second film as to the making of 
a full length feature. 

With the advent of commercial 
television and the general ration- 
alisation of the film produc- 
tion industry as a whole, the in- 


TV for cotton 
project 
DURING THE next two or 
three years a part of the 
£250,000 allocation which is 
to be set aside for a “Buy 
Britain’s Cottons” campaign 
may be used on the medium 

of commercial television. 
The Lancashire cotton in- 
dustry is planning to raise 
this sum to advertise British 
cottons in the home market 
and it is thought that it may 
be possible to launch the 
campaign in September. 


security of employment has gone. 
Good technicians are hard to 
find and the minimum wages 
now .serve merely as a negotia- 
ting factor. Nor is the ad hoc 
hiring of specialists feasible in a 
continuing operation by any pro 
duction company which wishes 
to maintain high standards. 
But while from the em- 

ployers’ point of view there 
must be continuity of employ- 
ment, a new factor has to be 
faced—purely an advertising 
factor—which is the seasonal 
fluctuations. In other words, a 
production company which 
means business has got to main- 
tain its high salary overheads 
through the recurring seasons 
of advertising doldrums. 

This is what I mean by func- 
tional caviare. 

Films must be costly, not be- 
cause the producers are trying to 
make too much money, not be- 
cause we are extravagant in our 
production methods, not because 
we sometimes appear to have 
four people doing the work that 
one man could do. They are 
costly for functional reasons be- 
cause the process of manufacture 
is a complex one requiring the 
collaboration of many different 
kinds of highly skilled technicians 
and the use of expensive equip- 
ment, and because the producers 
are bound by inviolable agree- 
ments to minimum wages and 
minimum crew requirements. 
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5 y= ACME factory, with its new wing 
and a total floor area of over 60,000 
sq. ft., is Europe’s largest plant producing 
point of sale material of all types. Acme 
production, backed by a team of 50 
‘ designers, brings a complete service to 
h advertisers. Top quality showcards, 
: displays and signs at competitive prices 
- is the keynote of this service. 


x 


£ . » Animated Display for Osram | * 
: One of the many Acme Marionator a 
PF ’ units produced in recent months. The z 


' units are operated by anAcme Harlequin _ 
ia ; ly standard 1} volt dry battery motor, or 
a, i " re by the new Acme Jester motor—the 
; : a —— most inexpensive mains unit available. 
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AGME «1 


hn ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works - Green Street - Enfield - Middlesex - Telephone: Howard 1651 
| Showrooms: 9 South Molton Street - London W1! - Telephone: Grosvenor 7458 
| Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Manchester 
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“TTOW would Roy Thom- 

son expect to make tele- 
vision contract pay?” All the 
advertising men to whom I 
have spoken about the pros- 
pects for commercial television 
have been saying much the 
same thing. So I went over to 
Edinburgh to ask Mr. Thom- 
son for his views on the matter. 


He was just about to leave for 
a Canadian trip—he is still 
honorary president of the national 
news agency, Canada Press—and 
seemed a little disappointed that 
there was still no announcement 
about the Independent Television 
Authority Scottish contract. But 
he still spoke as though (without 
actually saying so) he was going 
to be a contractor. 

When I mentioned the Scot- 
tish advertising men’s doubts he 
replied, somewhat  disconcert- 
ingly: “I agree.” 


National advertising role 


He went on: “We know we will 
have to rely to a very consider- 
able extent on national adver- 
tising. But, you know, Scottish 
newspapers exist, and they have 
got to get advertising to exist. I 
believe Scottish television can do 
the same. 


“I know what we are up 
against,” he went on. “But I think 
we will gradually win the Scottish 
advertisers on the basis of results. 
For example, the drapers and 


t 
< 
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Plenty of incentives for 


television advertisers 


women’s wear people will be able 
to show their fashions to an audi- 
ence bigger than they could have 
any other way. 

“There will be plenty of incen- 
tives for the Scottish advertiser. 
Even fairly small ones will be 
able to use the facilities of our 
station. We won't be able to give 
them the big-time and minute 
spots, but there will be shopping 
guides and that sort of thing, 
making it possible for them to 
participate at prices they can 
afford to pay.” 


All the equipment 


He showed me photographs of 
his Canadian television stations 
at Peterborough and Kingston, 
showing the complete kitchens 
used for advertising foodstuffs, 
motor cars demonstrated on the 


floor of the set and fashion shows 
in progress, 

“We will use the experience 
we have gained in Canada,” he 
explained. “And maybe the 
experience we gain in Scotland 
will be useful in Canada. We 
are confident we can use the 
station on a down-to-earth 
basis. Oh, yes, I know a lot 
of people see it as a gamble. 
Maybe they’re right. But what 
fun it’s going to be! And if I 
lose money, I can afford it! I 
don’t think I will.” 


I asked Roy Thomson about a 
report that he proposed to con- 
vert his Weekly Scotsman into a 
television programme paper. 

“I am not committed to that,” 
he said. “It may be advisable to 
build our own publication, or we 
may come to an arrangement 
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with the London contractors 
whereby we produce a Scottish 
edition of the TV Times.” 


” * * 


The 41-year-old Glasgow adver- 
tising agency, Perer A. MENZIES, 
is to move to new offices filling 
the whole four-floor building at 
2 Newton Place. 

Explained MacDonald Men- 
zies, head of the firm, “There will 
be much more space, some new 
equipment, and the advantage of 
bringing together all our staff 
under one roof. Hitherto they 
have been divided between two 
buildings at Numbers 111 and 13 
Bath Street.” 

The new agency, James Jack 
Ltd., is taking over the premises 
at number 13—neither Jimmy 
Jack nor Mac Menzies is super- 
stitious! 


Scottish farming 


Annual Farming Digest and Agricul- 
tural Directory of 
published by 
Publications, price 10s. 6d. 


O favourable was the recep- 
tion given to the 1955 and 
first edition of this work at home 
and overseas (it was hailed as a 
novel and invaluable work of 
reference) that it achieved an out- 
standing success. 

Re-titled, revised, and greatly 
enhanced by the inclusion of a 
series of effective new features, 
the 1956 edition is now 
presented. 


JOHN LAWRENCE OF 


John Lawrence went to the Central 
School of Arts & Crafts, and subsequently 
took a long architectural course, with 


thé result that at the end of the war 


a 


his knowledge of furniture and 
interior decoration gained him 
an entrée into the editorial 
world and his drawings have 
appeared in most well-known 
magazines. His love of collecting 
antiques encouraged him to 
evolve his own way of blending 
the decorative antique with 


modern functional design. 


INTERNATIONAL ARTISTS 
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GRANADA NORTHERN INDEX 


REPORTS THAT 


On Thursdays 


IN THE NORTHERN REGION 


if first transmissions ) 


77 0f people 


WITH TV SETS 


are athome 


BETWEEN 7.30 and 9.30 PM 


1,650,000 watching TV* 


Granada intend that advertisers with TV appropriations shall have the information 
necessary for them to spend their money to the best advantage. Granada Northern 
Index has established, in the first survey, carried out by Attwood in February, 
that 77% of people with TV sets are at home between 7.30 and 9.30 on Thursday 
evenings. In the primary area alone 1,650,000 are watching television. 


The high figures established for the early days of the week are being maintained. 
On Mondays 81% are at home, on Tuesdays 80%, and on Wednesdays 80%. 


Facts revealed by the survey about the composition of the Granada audience are 
available, as are more detailed statistics of activities. The most important facts will 
be published here. 


@An Attwood Statisti 


Advertisers with a particular problem should 


GRANADA TV NETWORK 
consult Alex Anson, Sales and Advertising 


Sales and Advertising Department, 149 Regent Street, London, W.1. Regent 8521 Director. He has all the information about 


i audiences, programmes, rates and discounts. 
Granada House, Water Street, Manchester 3. Deansgate 7211 Reach him in London at REGent 8521. 
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THE EXHIBITION WORLD 


A successful switching operation has been 
organised to result in the— 


Biggest-ever UK textile 


display for London 


By OUR EXHIBITIONS CORRESPONDENT 


EHIND the  announce- 

ment by V. G. Sherren, 
managing director of National 
Trade Press, that he had taken 
up part of the 1957 Earls 
Court booking relinquished by 
the BIF lies the tale of a 
great gamble that has paid off 
—although many will think it 
not such a gamble for Mr. 
Sherren, who has his finger so 
tightly on the pulse of the 
textile trade. 


Although he began to negotiate 
for the space immediately he 
heard that the BIF London 
Section was to close, he had to 
complete the operation before 
possible exhibitors could be told. 
Further, the National Men’s and 
Boys’ Clothing Trade Fair, and 
the Household Textiles and Soft 
Furnishings Fair, had to be 
switched from the Albert Hall. 
This meant that the many con- 
tracts for space already con- 
cluded for the Albert Hall venue 
became null and void. 


Big favourable vote 


Within a week, however, over 
200 replies in favour of the 
altered locale had been received 
without a  dissentient voice. 
Principal reason for this is the 
fact that the National Trade 
Press have been able to offer a 
25 per cent increase in stand 
space to exhibitors without rais- 
ing their charge. 


Covering 220,000 square 
feet, it will be the biggest tex- 
tiles display ever staged in this 
country, and Beck & Pollitzer, 
the contractors, face the largest 
single operation in stand build- 
ing in exhibition history. 
While discussing the above 

with Harry Traynor, the public 
relations officer, I learnt that a 
trade fair designed exclusively 
for makers-up will be held at 
45, Park Lane, London, from 
June 20-29. More than 20 lead- 
ing fabric manufacturers will 
show their next year ranges at a 
wae of Fabric Designs for 


This new promotion by the 
National Trade Press organisa- 
tion is intended to be a pilot 


During the visit paid to the electrical section of British Industries 

Fair at Olympia, the Queen showed a keen interest in special tele- 

phones manufactured by Siemens Bros. & Co., Ltd. At the extreme 

right is Dr. J. N. Aldington, managing director of the Siemens- 
Ediswan group of companies. 


exhibition to the National Fabric 
Fair (Royal Albert Halil, 
October 1-5), which is now firmly 
established as the major buying 
event for piece goods retailers 
and makers-up. Park Lane will 
attract the makers-up who prefer 
to place their first fabric orders 
before mid-July. 


There will be no open stands 
at the June fair. Exhibitors will 
show their samples behind locked 
doors, and only to  bona-fide 
makers-up. No _ photographers 
will be admitted, and press visi- 
tors will attend only at the 
invitation of the press officer. 

* * * 


Major exhibitions are often 
out of reach of the greater 
part of the population. It is 
therefore an inspired proposal 
that radio manufacturers 
through the British Radio and 
Electrical Manufacturers’ Asso- 
ciation should help groups of 
local dealers to plan and pub- 
licise local exhibitions. 


The plan is to bring exhibitions 
closer to the people and there is 
no intention of competing with 
existing local displays. On the 
contrary it will help them where 
necessary and encourage other 


groups of dealers to show similar 
enterprise. 

The Radio Industry Council 
(in which BREMA plays the 
principal part) has a know-how 
gained from its handling of the 
national radio shows that gives 
it the necessary knowledge to 
impart the essential polish to 
exhibition work. On the other 
hand, dealers in every-day contact 
with their local public, have 
insight and experience of local 
conditions. Combined operations 
by the two should ensure firstly 
that the apathy often shown at 
local exhibitions becomes a thing 
of the past and secondly that a 
fillip be given to the display 
industry. 


Space heating boost 

Space heating systems have 
been the subject of special study 
throughout the last month. Fol- 
lowing the Institute of Fuel Con- 
ference, on May 1-2. on 
“Domestic Heating in the United 
Kingdom—Present and Future,” 
the National Industrial Fuel Effi- 
ciency Service on their stand at 
the Production Exhibition again 
brought the subject to the fore. 
Effectively indicated were the 
services the organisation has to 
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offer—services which include a 
check on space heating systems 
coupled with advice on insula- 
tion of buildings to reduce heat- 
ing costs. 
: * * a 

THE SEASON of agricultural 
shows is upon us and four of 
them run during June—the Bath 
and West and Southern Counties 
Show at Cardiff, the Three Coun- 
ties Show at Hereford, the Royal 
Highland Show at Inverness and 
the Lincolnshire Agricultural 
Show at Sleaford. On July 3 is 
the Royal Show. 

A feature of these events in 
latter years, accentuated more 
strongly than ever this year, is 
the emphasis placed on show- 
ing items to the farmer's wife. 


Need for experts 


While farmer Jones watches his 
prize Angus, Mrs. Jones and 
daughters inspect the latest in 
washing machines. 

These shows reveal the abso- 
lute necessity of having experts on 
the stand able to speak a farmer's 
language. The farmer is a busy 
man and cannot afford to spare 
a day just looking round. He 
comes to the show to buy and 
he will buy where someone 
appreciates the scope of his prob- 
lem, gained by first-hand know- 
ledge—and offers the right equip- 
ment to meet it. 

* * 

AccorDING TO Electrical and 
Radio Trading, an unhappy exhi- 
bition problem faces the electrical 
industry. With the closing of the 
BIF in London, manufacturers 
have the choice of returning to 
Birmingham or putting their 
weight behind more specialised 
shows in this country or abroad. 

In the opinion of most manu- 

@ Continued on page 26 


The British Transport Commis- 
sion included on their stand at 
the BIF, Castle Bromwich, a talk- 


ing figure which announced 
details of films to be seen in the 
cinema on the stand and also 
details of British Railways new 
mid-week reduced fare facility. 
It was made for the BTC Publicity 
Office by Hervey Goodman Ltd. 
The movement of the mouth was 
synchronised with the recorded 
announcement. 
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Illustration shows main 
information store of Elliott 
402 Electronic Digital Computer. 


"The Brains of Automation. .. 


A reference to facts and figures noted in THE FINANCIAL TIMES is often the starting 
point for applying new techniques to industry, solving management problems or 
capturing new markets. In the pages of this daily newspaper science, industry, com- 
merce, finance and current affairs are seen to be clearly integrated. Because its 
reporting of business news is so comprehensive, accurate and _ well-informed 
THE FINANCIAL TIMES is essential to Top Management. Put its advertising columns to work 
for you and you can be assured of reaching thousands of offices where important 
buying decisions are made. 


* Subject of a feature article in The Financial Times and typical of many reasons wny « « « 


Men of Industry read 


THE FINANCIAL TIMES 
every day 


SIDNEY HENSCHEL, ADVERTISEMENT DIRECTOR, 72, COLEMAN STREET, E.C.2. 
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Announcing change of address as from April 9, 1956 : 


HUGH WHITE ARTISTS’ AGENCY 
NOW AT 2 SOUTH AUDLEY STREET, W.1 


GROsvenor 8849 
Night Line : AMBassador 7733, Ext. 562 
Telegrams : EWHITEART, AUDLEY, LONDON 


Dear Sir (or Madam), 


Under my personal supervision I have a group of established artists 
whose work regularly appears in our leading Magazines and in the 
National Press through Advertising Agents. 

With their help I am in a position to offer all normal studio 
requirements and an exemplary advisory service on all matters 
connected with Art in Advertising and TV Storyboards, Animation. 
Among the many talented artists are such names as : 
“Vop”’, Ferguson Dewar, Mac, Tatchell, Heath, 


“Greg”, May 


Bellan (Austria), Guillery (France). 

This agency has also recently been appointed sole representatives 
for J. Kingsley-Lewis for fashion and creative photography ; these 
studios are also situated at No. 2 South Audley Street, W1. 

To avoid any confusion and postal inconvenience to my clients, until 
my new number appears in the telephone directory, the undersigned, 
E. W. Hugh White, wishes to make it quite clear that he has no 
connection whatever with studios operating under a similar name. 
Although the latter studios were originally founded by him, he 
relinquished all interest in them at the outbreak of World War II to 
serve in the Royal Air Force. 

Do contact me when next you need assistance with your graphic 
problems, be they related to pure advertising, publicity in all its aspects 
or publishing from the design or illustration viewpoint. 

Finally in these days of restricted budgeting you will find my team of 
First-Class Artists and Photographers most understanding and 
co-operative. 


Yours sincerely, 


haa Gilrlaie 


THE NEWSPAPERS OF THE 
MIDDLESEX COUNTY PRESS 


- Ppservet 
eee 

as HARROW 
is one of the largest non- || | 
county boroughs in the coun- || | 
try and also one of the finest 
residential ‘dormitory’ towns 
of Greater London. 


In the last Census County 
Reports Harrow was shown 
to have the highest number 
of men employed in the Class 
| (Professional) occupations. 


The Home Counties News- 
papers Group, with its record 
sale of 142,655 copies weekly 


and covering 1,000 square 
miles of Beds, Herts and Bucks, 
is the ideal medium for any 
test campaign—many advert- 
isers have proved it! 


For readership with spending 
power you can’t better the 
Middlesex County Press 


NET WEEKLY 
159,598 
SALES (ABC) 
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Middlesex 
County | PAPERS CRO 
Represented in London by 

Press 


WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Fleet St. 1960 
HIGH STREET, UXBRIDGE 
Phone: UXBRIDGE 8383 


Head Office LUTON Phone 5050 
Adverti. Manager: C. W. Gilder 
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‘House from America goes 
to French building show 


Glan Williams, | 
Kirkham, Elizabeth Leslie, Edward Swan, the Pencil Artist, Ferdinand | 


| hibitors from France, 


facturers, there are too many 
exhibitions and the time has 
come for pruning. Their deci- 


sion, however, is made more diffi- 
cult by the fact that electricity, 
like electronics, is a basic service 
to most industries. Shall elec- 
trical manufacturers exhibit in 
the specialised shows of the 
industries they serve, or expect 
the buyers in those industries to 
come to an all-electric exhibition? 


More foreign exhibitors 


The Second International 
Building & Public Works Exhibi- 
tion to be held in Paris (June 16- 
28), under the patronage of the 
French Ministry of Housing and 
the French Ministry of Public 
Works will have a greatly in- 
creased participation by overseas 
exhibitors. This follows a series 
of press conferences held at the 
beginning of this year in Great 
Britain, Italy, Western Germany 
and the Benelux countries. 


Among the most spectacular 
foreign exhibits will be an 
American house which will be 
delivered sectionalised in three 
parts of honeycombed con- 
crete. It will be built in 10 
days during the exhibition in 
the international village where 
houses for residential purposes 
are to be shown by all nations. 
This is the sort of enterprise 
that captures the imagination 
overseas and one that we in 
this country would do well to 


follow. 


Firms in Britain wishing to ex- 
port to France, but as yet not re- 
presented there by an agent, are 
advised that the organisers of the 
Paris Building Exhibition through 
their London Office at 178, Fleet 
Street, London, E.C.4, can put 
them in touch with a number of 
French firms anxious to take on 
an agency. 


Printing and paper 


This year’s International Print- 
ing and Paper Exhibition (Sth 
Salon International des Tech- 
niques Papetieres et Graphiques) 
is being held from June 22-30 at 
Parc des Expositions, Porte de 
Versaille, on the south-west out- 
skirts of Paris—a location not to 
be confused with the town of 
Versailles about 15 miles away. 


The preliminary list of exhibi- 
tors shows that about 400 manu- 
facturers will show their products. 
The international character of 
“TPG” is indicated by the fact 
that there will be about 170 ex- 
100 from 


| West and East Germany, 35 from 


Britain, 20 from Italy, 25 from 
America, a combined exhibition 
by the manufacturers’ associa- 
tion of Czechoslovakia, and 25 
manufacturers from other 
European countries. 


, Forthcoming Events 
(to June 29) 


June 5-9, “Daily Mail” 
Home Exhibition, De Montfort 
Hail, Leicester ; June 9-16, Work- 
ington & District Ideal Home 
& Trades Exhibition, Drill Hall, 
Workington ; June 12-14, Three 
Counties Show, Racecourse, Here- 
ford; June 13-23, Taunton Ideal 
Home & Trades Exhibition, Vic- 
toria Rooms, Taunton ; June 13- 
23, Blackburn Home Fashions & 
Trade Exhibition, Public Hall, 
Blackburn ; June 13-28, Antique 
Dealers’ Fair and _ Exhibition, 
Grosvenor House, London ; 
June 15-September 15, New 
Brighton Ideal Homes & Summer 
Exhibition, Empress Ballroom, 
New Brighton ; June 19-22, Royal 
Highland Show, Longman Site, 
Inverness; June 19-23, “Daily 
Mail” Happy Home Exhibition, 
Blackfriars Hall, Norwich ; June 
22-July 6, International Machine 
Tool Exhibition, Olympia, Lon- 
don; June 25-29, Chocolate & 
Sugar Confectionery Trade Fair, 
Royal Albert Hall, London; 
June 27-July 7, Chamber of Com- 


Happy 


merce Exhibition, Town Hall, 
Watford; June 29-July 14, 
“Scottish Daily Mail” Ideal 


Home Exhibition, Waverley Mar 
ket, Edinburgh. 


| Overseas Events 
(to June 26) 


June 1-10, Industrial and Com- 
mercial Fair, Orebro, Sweden; 
June 1-20, International Trade 
Fair, Barcelona, Spain; June 4-8, 
Shoe and Leather Trade Fair, 
Utrecht, Holland; June 6-9, 
Exhibition of Equipment for 
Hospitals and Public Institutions, 
Munich, Germany; June 8-17, 
Danish Textile Exhibition, Hern- 
ing, Denmark; June 10-25, Inter- 
national Trade Fair, Bordeaux, 
France; June 16-24, Exhibition 
of Post-War Inventions and 
Technical Progress in Yugo- 
slavia, Ljubljana, Yugoslavia; 
June 16-28, International Build- 
ing and Public Works Materials 
and Equipment Exhibition, Paris, 
France; June 17-July 1, Jnterna- 
tional Trade Fair, Poznan, 
Poland; June 18-22, International 
Foodstuffs Congress and Exhibi- 
tion, Rome, Italy; June 22-30, 
International Paper and Allied 
Trades Equipment Exhibition, 
Paris, France; June 22-30, Home 
Exhibition, Sydney, Australia; 
June 23-27, Sewing Machines 
Exhibition, Munich, Germany; 
June 24-July 8, J/nternational 
Samples Fair, Trieste, Italy; 
June 25-29, International House- 
wares Show, New York, USA: 
June 26-July 11, International 
Fair, Tangier, Morocco. 
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12 JULY... your opportunity for 


economical coverage of world markets 


Exports of British building materials, equipment and machinery 
last year totalled some £160,000,000. The annual Export 
Number of The Arcuitect & BUILDING News made 


an important contribution towards this achievement, 
providing thousands of the world’s potential buyers 

with the latest information on British building equipment. 
The 1956 Export Number, to be published on 12 July, 
will again be studied and kept as an invaluable 

reference by architects, buyers an@ importers in 

more than 100 countries. Don’t miss this opportunity 

for low cost, world-wide publicity to the architectural 


profession and building industry. e a gy THE a 


Staten SRCUITECT 


DORSET HOUSE, STAMFORD ST.,LONDON,S.E.1 WATERLOO 3333 
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a group of nine 


influential newspapers 


A.B.C, 


NET SALES 


Associated Kent Newspapers Ltd. 
LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 


May we remind you that 


STUDIO LISA’S 
PHOTOGRAPHIC LIBRARY 


probably have the very photograph 
you are looking for at this moment. 


Large stock of colour transparencies 


STUDIO LISA, 
Grape Street, W.C.2. 
Tem Bar 4606/7. 


AND 


engineer. 
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¢ CARDS STREAW 
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J Corde 
SILK SCREEN ARTS L® 


97 SHIRLEY ROAD.CROYDON 
ADODISCOMBE 3147-8 


1!oME5T GRADE SPEEDY SERVICE 
LEAN & SHARP BY EXPRESS £ 
ET MAN (MID DELIVERY 


ENCINEERING 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


Send for free specimen copy and rate card 


COMPANY 
31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: SO TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


RECORD 


LIMITED 


IL 


W 16 


PRINTERS | 


to 
ADVERTISING AGENTS 
and their clients 


SINCE 1894 


LETTERPRESS 
AND OFFSET LITHO 


For Prompt Service Telephone NOW: 
London Director, 

VEEVERS & HENSMAN LTD. 

36, Albemarle Street, Piccadilly, W.1. 
Grosvenor 6782 
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N BOOKSHELF & 


The low down on the mind 
at work in business 


NYONE who doubts that 
psychology is the moti- 
vating force behind business 
efficiency will be partially con- 


| verted by this second edition* 


which contains information on 
how to become a better worker 
and a better employer.  In- 
cluded are 35 visualised sum- 
maries called “chartoons” 


| (based on researches by psy- 


chologists and sociologists) and 
recommendations from indus- 
trial and educational specialists. 

Aspects covered include per- 
sonal efficiency, human relations 
and morale, personality and 
emotional health, personal 
leadership and group co-opera- 
tion. Emphasis has been given 
to practical business situations 
and physical factors in fatigue 
have been subordinated to emo- 
tional and social factors super- 
imposed on a background of 
applied psychology. 

It is pointed out that legibility. 


| clarity and brevity are essential 


| Denald A 
| Laird, published by 


to the production of a good 
report and similarly. ‘‘an adver- 
tisement is more apt to be read 
and produce more business if the 
fewest possible words are used, 


* Practical Business Psychology, bv 
Laird and Eleanor C. 
McGraw-Hill Book 


Company, Inc., price 37s. 6d. 


and if it is printed in large type 
with much white space around 
the border and between the 
lines.” 

The authors contend that a 
contributory factor to personal 
efficiency is memory which can 
be strengthened by using the 
“laws of association” and by 
developing what is termed as an 
eidetic memory (looking at a 
word in a book and then closing 
the eyes and seeing it in imagina- 
tion). 


Hammer the point 


Another aid is repetition—the 
standby of conventional teach- 


“Repeat it for better memory 
and stick to a proved impel- 
ling sales theme for results . . . 
advertisers hammer their points 
and trade names into memory 
by making the advertisement 
interesting and repeating.” 
The essentials of business 

efficiency are purported § to 
include concentration on essen- 
tials; the avoidance of “verbigera- 
tion”; alertness; an erect posture 
and a graceful walk. Although 
slight muscular tension is re- 
quired to control attention, the 
word “loosy™ (an ingenious com- 
bination of “loose” and “easy”) 
is used to describe the ideal con- 
@ Continued on page 30 


Preparing for the summer heat 


A warning to consumers that summer days are on the way and that 
food may be wasted unless properly stored is given in this GEC 


window display to be seen in London. 
foot refrigerator is highlighted. 


The company's four cubic 
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We’ve weighed her up 
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These totals are what Evening Despatch women readers will spend during the year on items of clothing 
and cosmetics. This information, together with much more, is in our survey “‘A £31,000,000 Market ’’. 


328,000 people read the 


For further information write to:— 
T. G. N. PEARCE, LONDON ADVERTISEMENT DIRECTOR, WESTMINSTER PRESS 
FLEET STREET, LONDON E.C.4 


PROVINCIAL NEWSPAPERS LTD., 167-170 
orto: Kenneth W. Bailey, Advertisement Manager, Evening Despatch, Corporation Street, Birmingham 4 
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@ DISPLAY UNITS @ SALES AIDS © DISPENSERS 
Whether it is metal, wood or wrought iron 


WE ARE THE ACTUAL 
MANUFACTURERS 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


MOREY (BARNET) 


BARNET, HERTS. 


LIMITED 


3222 


Telephone: Barnet 


} 


When it calls for LITHO— 


telephone SWAINS 
BARNET 2201 (4 lines) 


John Swain & Son Limited 
COLOUR PRINTERS 


164 High Street 


Barnet - Herts 
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Every ad man’s guide to 
_ psychology in business 


dition. A calm, careful and 


| relaxed approach to work is advo- 
| cated and while it is suggested 
| that speed can be a self-defeat- 


| ing factor impairing efficiency, 
methods for speedier reading are 
dealt with at length. 
The reader's word power is 
increased by the authors’ 
elaborate use of “verbiculture”— 


| introducing such words as em- 


pathy, confabulation, retroactive 
cyclothymia, sen- 
sorimotor, ideomotor, and 
authoritarian. 

Surveys, goal gradients, graphs, 
statistics and researches in the 
United States have apparently 
proved that time should be 
devoted for relaxation. Further- 
more, high heels cause  ten- 
sion, alcohol causes “Korsakoff's 
Psychosis” (forgetfulness), the 
drinking of tea, coffee and choco- 
late improve the memory. Addi- 
tionally, it is affirmed that tall 
people habitually slump and 
short people tend to become tense 
“because they are sensitive about 
their shortness and practise 
standing on tip-toe and walk 
stretched up to seem tall.” 

A questionnaire to determine 
vocational preferences showed 
that “advertising men have many 
interests and preferences that are 
not outstanding among men in 


other occupations.” 


| relations is stressed. 


Avoid the resistance 


The importance of personal 
“Criticism,” 


it is said, “creates a defensive 


| attitude,” and the employer must 


be reprimanded “with sweetness 
and mildness,” for where there 
is dislike there is resistance and 
avoidance, “but where there is 
liking, there is imitation and sug- 


| gestibility, which produce better 


| popularity appeals. 


results than logical argumenta- 
tion. National advertising 
succeeds largely because it makes 
use of imitation and suggestion. 
It plants the idea that people will 
like the product. After the 
readers have seen it enough 
times, it is an old familiar idea— 
their idea.” 

It is contended that impair- 
ment of efficiency is often 
attributable to frustrated  self- 
esteem because everyone needs 


| encouragement: “Motives of self- 


esteem are the spur to action in 
This is as 
influential in selling as in hand- 
ling people. .. . In selling, try to 
| have them like you or the people 
shown in the advertisement be- 


fore trying to sell directly.” 


HARROW 
BILLPOSTING 


COMPANY 


37 SPRING STREET W.2. 


This book is primarily destined 
to appeal to Americans who be- 
lieve that “every business has a 
philosophy that permeates its 
activities and employees, even 
though it may never have been 
expressed in words.” However, 
much can be learned from the 
treatment of the subject and the 


methods described might use- 
fully be adapted to improve 
business __ efficiency in this 
country. 


How to work 
round the clock 


How to Live On 24 Hours a Day, 
by Arnold Bennett, published by the 
World's Work (1913) Ltd., price 6s. 
AN*® advertising man that 

wants to get to know how 
to do more work, to concen- 
trate better and generally make 
something of himself, could do 
a lot worse than take this book 
to bed for a few nights. 

In his lifetime, Arnold Bennett 
had a strong conviction that the 
great majority of people used up 
only about half of their capacity 
for energy and that, to use his 
own words, “their engines were 
not going nearly the full indi- 
cated hp.” He was fond of 
quoting a doctor friend of his 
who curtly remarked that “most 
people sleep themselves stupid 
and that nine out of 10 of them 
would have better health and 
more fun out of life if they spent 
a little less time in bed.” 

Of this enthusiastic book the 
author himself wrote: “I have 
received a large amount of cor- 
respondence concerning this small 
work and many reviews of it have 
been printed; scarcely any of the 
comments have been adverse. 
Some people objected to its 
frivolity of tone ; but as the tone 
is not, in my opinion, frivolous, 
this objection did not impress 
me. 

But the book may impress you. 


. . 
Car selling aid 
British Automobile Sales Manual, 
prepared by the staff of British Auto- 


mobiles Overseas, published by Trader 
Publishing Co., Ltd., price 45s. 


This is a manual for salesmen 
of British cars selling competi- 
tively in the world’s markets. 
The method of presentation is to 
illustrate each model, summarise 
its main selling features and 
accompany the descriptions with 
a comprehensive technical and 
dimensional specification printed 
on a separate stout card. 

In the one volume every sales- 
man is provided with comprehen- 
sive and comparable details of 
the make he represents (and those 
of his competitors). 
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Trapinex point-of-sale displays are 
cleverly constructed for pleasing 
presentation and strong sales appeal, 
from original designs produced by’ 
our unique team of artists and 
designers. 

Modern methods of reproduction 
and construction are used to give 

a complete service of which we are 
justly proud. 


Ring or Write today: 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone: BRixton 2057 (4 lines) 


COUNTER DISPLAYS - WINDOW DISPLAYS 


SHOWCARDS - TUBE CARDS - POSTERS - ETC. 
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Associated- 
Rediffusion 


Statement 
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IN ORDER to assist advertisers and their agents 
in their forward planning, | am happy to be able 
to make the following definite statement of our 
company’s intention : 


Associated-Rediffusion (Monday to Friday) have 
decided to maintain their present rates and 
rate structure until at least 3lst December, 
1956. The present bonus of 100% is guaranteed 
until 14th September, 1956; thereafter, in 
respect of all orders accepted up to 3lst July, 
1956, a bonus of at least 50% will be guaranteed 
from 17th September until 31st December, 1956. 


he LOA 


TELEVISION ADVERTISEMENT MANAGER 


ASSOCIATED-REDIFFUSION 


London — Monday to Friday —Every Day a Shopping Day 


Television House, Kingsway, W.C.2. HOLborn 7888 
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Men at the top 
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TOP EXECUTIVES PRESS SURVEY 


Enormous changes are taking place in the 
nation’s economic life—and there 
are journals to give— 


All the facts about the 


new industrial revolution 


“RSING productivity is 
mostly thought of in 
terms of the production floor 
but offices have at least as 
much to do with attaining this 
objective, for efficiency, 
accuracy, and up-to-dateness in 
the office are vital factors.” 

In this way Sir Norman Kipping, 
director general of the Federa- 
tion of British Industries, drew 
attention last March to the need 
for office, as well as factory, 
administration to increase its 
“know-how” if it was to keep 
pace with what is virtually a 
revolutionary situation in office 
techniques. 

As chairman of the British Pro- 
ductivity Council, Sir Thomas 
Hutton emphasised the same 
point when he said last year: 
“From our point of view, pro- 
ductivity in the office is just as 
important as productivity in the 
workshop. In fact, a lack of it 
may completely paralyse_ the 
workshop.’ The council, he 
went on, would like to see 
organisation and methods tech- 
niques utilised on a much wider 
scale, particularly in the larger 
offices. 


Growth of mechanisation 


The office machinery industry 
last year set up its tenth succes- 
sive record for annual produc- 
tion ; output of machinery alone 
reached nearly £39 million. In 
the light of the fact that new 
and expensive office equipment 
is becoming available in steadily 
increasing quantities. propor- 
tionately greater knowledge of 
office systems. is required of 
management. 

Refinements in mechanical 
and electro-mechanical _tech- 
niques have led to the evolution 
of equipment capable of pro- 
viding a steadily rising level of 
office productivity. The advent 
of the electronic office as an 
established feature of the indus- 
trial scene is within measurable 
distance. Lord Halsbury, man- 
aging director of the Research 
Development Corporation, was 
reported last year as stating that 


Revolutionary changes in the modes of production are coming upon 
British industry—and included are British offices. Automation may 
well, in fact, affect the black coated workers before it seriously alters 
the habits of a serious number of industrial operatives. Where is the 
executive to turn to keep pace with these broad and fundamental 
changes. The answer is clear—to the Top Executives Press. 


it would be an accomplished fact 
within 10 to 15 years. 

The speed of the large elec- 
tronic computers is such that 
mathematical calculations can be 
made at the rate of some 1,000 to 
5,000 per second. Because they 
can receive and store coded in- 
formation on a vast scale, they 
can carry out the arithmetical 
operations of accountancy and 
also a great variety of other 
routine clerical jobs. 

A major problem confronting 
management today is that of 
man-power shortage, in office as 
well as factory. Various devices 
to combat this problem in part 
have been tried out, but the main 


solution appears to lie in 
organisation and methods study 
and in greater mechanisation. 

In a review of this length, it 


ADVERTISER’S WEEKLY 


is not possible to do more than 
touch on some of the develop- 
ments, but enough has been said 
to stress the urgent need for even 
more careful planning and even 
greater knowledge of equipment 
on the part of executives. The 
evolution of new aids to manage- 
ment is but one aspect of the 
need for information which, in 
its broadest terms, was well 
summed up by Sir Ernest Lever 
when he wrote last summer: 
“The manager . . . must take 
an interest in the economic 
and social background in 
which he is operating, both 
national and international, be- 
cause he will have to evaluate 
the opinions of experts in 
many fields and make deci- 
sions in the present which will 
turn out to be right months or 
years ahead.” 


In this broad field, and in the 
important aspect of it represented 
by office methods and control, 
the modern executive needs to 
keep himself constantly informed, 
and for this purpose he cannot 
do better than turn in detail to 
the Top Executives Press. In 
these specialised publications he 
will find information vital to him 
if he is to keep himself up-to-date 
in all aspects of business and in- 
dustrial affairs, including office 
developments in increased pro- 
ductivity. 


Rising circulations and 
many readers per copy 


This media survey of the Top Executives Press has been based 
upon data supplicd by the publishers. 


HE Top Executives Press 
of Great Britain is a virile 
and flourishing section of the 


| Bringing machinery to the office | 


One of the publicity pictures used in the Dictaphone advertising 
campaign which made very effective use of the Top Executives Press. 


publishing community. In the 
past year its magazines and 
newspapers have all made im- 
pressive circulation gains, 
while advertising revenues 
continue to rise. The higher- 
bracket readership interests all 
advertisers who wish to sell 
quality products—either those 
of a direct business and indus- 
trial nature or consumer goods 
of the luxury type. 

In studying the information 
made available by the publishers 
in this field, a most significant 
fact emerges which appears 
common to all the journals con- 
cerned: they have a high reader- 
ship value extending far beyond 
their basic net-sale circulation. 

For example, the FBI 
Review, which has an increased 
circulation of 8,500 copies 
monthly, commissioned an inde- 
pendently conducted survey 
which showed that 90 per cent 
of firms receiving the paper 
circulate it internally to an aver- 
age of three executives, in addi- 
tion to the first recipient—thus 
giving a total estimated reader- 
ship of 31,450. 

Published by the Federation of 
British Industries, this journal is 
read by managing directors, 
directors and other chief execu- 

@ Continued on page 36 
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THE STATIST 


(Established 1878) 


an Independent Journal 
of Finance, Trade and Industry 


Read by people who matter 
on 
things that matter 


for its integrity, factual approach, 


informed comment, objective 
appraisal and independent 
judgment. 


x f = 


A Journal studied weekly by occupants of key 
positions in Government Offices and Business 
Circles throughout the world. An Influential 


and Qualitative Circulation reaches experts 
who influence 


DECISIONS AT THE HIGHEST LEVEL IN 
THE SPHERES OF APPLIED ECONOMICS 
AND FINANCE 


xk * 


The circulation is largely institu- 
tional, and therefore carries a 
high multiplier factor in reader- 
ship per copy. 


xk * 
FOR SOUND GUIDANCE 


ON 
Investment, Banking, Industry and 
Trade, Commodity Markets and 


International Economic and Financial 
Developments. 


THE STATIST 


51 CANNON STREET, LONDON, E.C.4 
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TOP EXECUTIVES PRESS 


High level management 
_ studies these journals 


tives of British productive in- 


| dustry. Some 74 per cent of the 


initial readership is comprised of 
directors and 19 per cent of 
general managers or company 
secretaries. The emphasis is 
very much on _ productive or 
manufacturing industry. With 
the exception of a few very 
important categories, such as 
banking and insurance, people 
who do not make goods are not 
covered. Advertising for manu- 
factured products is not accepted 
unless they are made in the UK. 

The FBI Review goes all over 
the world to key people. 

In addition to high-calibre 
prestige advertising the paper 
carries a great deal of specific 
advertising for plant, equipment 
and services for industry, as well 
as company reports. Its direc- 
tory-type buyers’-guide section 
features about 400 firms every 
month. Total advertising revenue 
has trebled over the past four 
years. 


Programme under review 


As a physical improvement, the 
magazine adopted square-back 
binding in January. While the 
editorial programme is kept con- 
tinually under review, reader 
sampling has shown that the sub- 
jects On which articles and 
information are most wanted are 
current economic trends, finance 
and taxation, productivity, 
research and exports. 

The most significant develop- 
ment in Scope during the past 12 
months has been its Factory and 


Office Service—a supplement, 
now running at 96 pages, con- 
taining news of equipment, 


materials and methods applicable 
to the factory and office. 


This supplement has a dual 
circulation—partly bound into 
the journal, and partly in a separ- 
ate format as a controlled circula- 
tion publication. The combined 
circulation of the two papers is 
now about 17,000, and there are 
plans to increase it to 20,000 by 
October of this year. A consider- 
able reader information service 
has been built up in support of 
the supplement, which now 
handles up to 1,500 inquiries a 
month. 

From these inquiries “Scope” 
has learnt some valuable facts 
about its old and new readers. 
One of the lessons has been 
that while it is vital for a maga- 
zine of this type to reach top 
management, it is no less im- 
portant from the advertiser's 
point of view for the magazine 
to reach the research, design, 
production and advertisement 
executives who exercise con- 
siderable influence in the pur- 
chasing of new equipment. 
This, claim the publishers, is 


virtually an unexplored market 

in Britain. 

A large volume of prestige 
advertisements from the big com- 
panies are carried, but there is a 
growing emphasis on “selling” 
copy. Advertising revenue is 
increasing, the number of adver 
tisement pages being now more 
than 100 a month. 

On the editorial side it tries to 
strike a balance between news, 
comment and know-how. Many 
of the magazine's surveys, such 
as the recent one on public rela- 
tions, attract wide attention, com- 
ment and correspondence. This 
journal’s readership is estimated 
by its publishers to be as high as 
10 per copy—especially for those 
copies ordered and paid for by 
companies. 

The circulation of the Stock 
Exchange Gazette continues to 
rise and is at present nearly 
25,000 copies a week. The pub- 
lishers consider it very significant 
that when the paper returned to 
London printing after a period of 
seven weeks of producing emer! 
gency editions in Switzerland and 
Germany, the print order was 
1,100 copies higher than the last 
issue printed before the shut 
down. 

It is a safe estimate that every 
buyer of the paper owns capital 

otherwise why purchase a 
periodical devoted to the invest 
ment of capital? Thus, argue its 
publishers, the paper is a very 
valuable medium for quality met 
chandise and for banks, insurance 
companies, building societies, 
etc. 


Unique weekly feature 


Nearly 1,400 leading com- 
panies use the advertisement 
columns and the paper has an 
advertising feature which is 
claimed to be unique in weekly 
financial journalism: 

All reports of speeches by 
company chairmen are printed 
throughout the body of the 
paper in the appropriate sec- 
tions. Thus, the speech of the 
bank chairman appears in the 
banking section; that of the 
mining company chairman in 
the mining section; and so on. 
This is a most important de- 

parture from the normal practice 
of grouping company meeting re- 
ports in one section at the back 
of the paper and is of the 
greatest possible benefit to adver- 
tisers and readers alike. 

The expanding circulation of 
the Stock Exchange Gazette is 
due, in part, to the many new 
features which have recently been 
introduced. Three in particular 


are worthy of mention: “Invest- 

ment in Property,” in which a 

leading authority discusses each 

week property matters and gives 
@ Continued on page 38 
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Is yours the odd company out? 


a ee 


Some 1,400 Leading Companies 
use the advertisement columns of the 


STOCK EXCHANGE GAZETTE 


BECAUSE 


COMPANY CHAIRMEN know that their announcements and views on their 
particular industries will reach SHAREHOLDERS, HEAD EXECUTIVES, 
COMPANY DIRECTORS, GOVERNMENT OFFICIALS, in short the 
people to whom their messages are directed. 


ISSUING HOUSES recognise the wide national appeal of this week-end journal 
to the investing public from the BIG INSTITUTIONAL INVESTORS to 
the SMALL SHAREHOLDERS whose numbers have so rapidly increased 

in recent years. 


NATIONAL ADVERTISERS know that their announcements reach the 
EXECUTIVES who control large scale buying and the investors who form 
a big potential market. 


x © 2a 


Rate Cards and Specimen Copies from: 


STOCK EXCHANGE GAZETTE 


GRESHAM HOUSE, OLD BROAD STREET, LONDON 
LONDON WALL 4056 (10 LINES) 
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TOP EXECUTIVES PRESS 


A thriving medium with 


moneyed readers 


details of many of the more im- 
portant sales and auctions; 
“North American Markets,” deal- 
ing with United States and 
Canadian economic and _ invest- 
ment matters of interest to 
British investors; and “Seen 
From the City,” by “Gresham,” 
in which a contributor “covers 
Outstanding events in industry 
and puts his thoughts, fancies, 
opinions and observations on all 
sorts of matters where there are 
investment implications, obvious 
and otherwise.” 


The. ABC circulation of the 
Manager has gone up by more 
than 1,000 during the past six 
months and now stands at 11,344. 
Published by Management Publi- 
cations Ltd., it claims a reader- 
ship of five per copy, and is 
read by directors and _ senior 
executives in a salary range ex- 
tending from £750 up to £52,000 
per annum. The overseas reader- 
ship is about 10 per cent. 

One of the most notable circu- 
lation gains in the Top Execu- 
tives Press has been made by the 
Director, published by the Insti- 
tute of Directors. With an aver- 


age circulation over the past six 
months standing at 18,900 it com- 
pares with 12,850 during the 
same period in 1954-55. 

Another publication which can 
claim a gratifying sales increase 
is The Economist: the ABC 
figure for the last six months of 
1955 was 53,191 as against 50,640 
for the equivalent period a year 
before. The readership (claimed 
to be several per copy) lies, in 
the main, at the highest levels of 
industry, business and govern- 
ment. Some 40 per cent of the 
total sale is overseas and the 
paper can provide a_ detailed 
breakdown showing the exact 
number of copies sold in more 
than 80 countries. 


No special features 


Advertising is carried of all 
kinds of reputable capital and 
consumer goods—with the excep- 
tion of patent medicines. There 
are no advertising features as 
such—but the journal publishes 
certain annual supplements “to 
which,” say’ the publishers, “a 
limited amount of advertising is 
admitted.” Similarly, there are 
occasional supplements dealing 


to get to the men 


So tough at the top 


So much is directed at directors. 
FBI REVIEW is so interwoven into the structure of Business—including 
the reader’s—that for many it is a must where so much eise is a 


might. 
IS British productive industry. 


So much, alas, deflected. But the 


We offer not space but an ‘* audience ’—the audience that 


@ Where it goes? What it costs? Ask for the facts. L. Butcher, FBI REVIEW, 


Federation of British Industries, 21 Tothill Street, London, S.W.1. 


WHlltehall 6711 


with particular industries and 
territories. 

The distinctively pink-coloured 
Financial Times continues to 
serve the interests of the business 
community—as it has, in fact, 
done for more than 67 years. The 
editorial standards are very high 
and it can be relied upon to pre- 
sent news and comment in expert 
and balanced proportion—and to 
give the special and technical in- 
formation for a correct under- 
standing of business events. 

For that reason it has a loyal 
and increasing circulation among 
top business executives, indus- 
trialists, company directors, in- 
vestors and all concerned with 
company management. 

The ABC daily circulation 
figure of the Financial Times for 
the period July-December, 1955, 
was 81.767 copies, compared with 
78,953 for the period January- 
June, 1955, and 71,712 for the 
period July-December, 1954. As 
revealed by a recent survey, the 
readership is some 2.5 per copy. 

Advertisers’ announcements 
cover every branch of industry, 
and there is hardly a manufac- 
turer or a financial institution 
with a service or product to sell 
to industry which does not use 
its columns regularly. 

Of great importance to 
readers and advertisers are the 
series of surveys and special 
features that are published as 
part of the normal issue from 
time to time. Already, during 
1956, significant surveys have 
been published on atomic 
energy. plastics and agriculture. 


Bigger issues achieved 


Progress on four fronts has 
been made by Business, Journal 
of Management, during the last 
year. Circulation has risen to 
14,722 a month, net sale as certi- 
fied by the ABC. The number of 
pages in each issue has risen to 
around 180 a month, and the 
page-size has been increased to 
104 by eight inches. 

The fourth avenue of progress 


lies in new editorial features 
which are already proving 
“musts” for top executive 
readers, and are even becoming 
irresistible to the “page-flicking 
brigade.” 


One important new winner 
has been the feature, “Science 
Prospect,” which takes each 
month a field of rapid indus- 
trial development, such as 
“programmied machine tools,” 
“shell moulding” or “inspec- 
tion techniques,” and explains 
in layman's language the latest 
techniques being used. Readers 
are also told the chances of 
employing these new  tech- 
niques in their own businesses. 
Widespread interest has al- 

ready been aroused by the new 
series of articles “about the 
executive himself.” One article 
in this series which discussed 
“The Squeeze on Executive Liv- 
ing Standards,” was quoted in 
some 30 national and leading 
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One of the advertisements used 

by the Dictaphone people in 

their campaign in the Top 
Executives Press. 


provincial daily newspapers and 
praised by such world-renowned 
figures as Sir Miles Thomas and 
Sir Ronald Weeks. This special 
survey was also made the basis of 
feature articles in the Sunday 
Express and Financial Times, 
and of an editorial in the Even- 
ing Standard. The _ Financial 
Times article was published on 
Budget day—a significant tribute 
to the importance and influence 
of Business as a top management 
journal. 


Perhaps the most ambitious 
“remodelling” job on Business 
concerns the monthly feature 


“Economic Prospect.” Experi- 
ence in presenting charts, facts 
and figures simply and a careful 
study of the most important 
business indicators for execu- 
tives, have resulted in a new 
four-page guide. Starting in the 
June issue, this will present the 
“essential background to all 
business discussions.” It will give 
a logical interpretation of trends 
in the national economy, each 
trend being explained in brief 
text alongside a chart. 


Home and overseas 


The last readership survey 
showed that 35 per cent of copies 
of Business go to. chairmen, 
directors and partners of indus- 
trial and commercial enterprises 
in Britain and overseas, while a 
further 56 per cent go to top level 
departmental heads. Thus 91 per 
cent of copies of Business go 
every month to the men who 
make the real buying decisions 
for industrial and office equip- 
ment—men who are clearly first- 
class targets for advertising copy 
in these fields. 

Aim of the new logical presen- 
tation of “Economic Prospect,” 
and of other new features in 
Business, is to make the journal 
even harder to resist by that 
hardest of all resisting groups— 
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«. readers of the “Investors’ Chronicle” 


are directors or executives in industry, 


* 
commerce or finance. 


What a market for advertisers ! 
Ring George Bullock, the Advertisement 
Director, and learn more 


about it... 


MONarch 8833 


The only financial weekly with an A.B.C. figure (July-Dec., 1955, 27,111). 


* facts from a recent independent readership survey 
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All round the world, every 


month of the year, bankers 


and businessmen depend on 


THE BANKER 


for expert analysis of econ- 


omic and financial trends. 


You can depend on the 
value of the advertising 


pages. 


THE 


ANKER 


9-11 POULTRY 
LONDON, E.C.2 
TEL: MON. 8833 
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TOP EXECUTIVES PRESS 


These journals are read 


many times over 


over-worked but highly practical 
and responsible top executives. 
In addition to its new features, 
Business continues publication of 
its now well-known case histories 
describing the methods and tech- 
niques being used by particular 
firms to improve their quality of 
production, raise output, control 


stores, plan future production, 
handle orders and despatches, 
increase sales, promote better 


industrial relations, and so on. 

The circulation of the Investors’ 
Chronicle continues to increase. 
Over the last three years its sales 
have risen by nearly 40 per cent ; 
the July-December, 1955, figure 
being more than 27,000. The in- 
crease in stock market activity 
played its part ‘in this startling 
rise, but the main result has come 
from the country-wide drives for 
increased sales. 


Changing the appearance 


Since the last Top Executives 
Press survey the paper has 
changed its cover from black and 
white to a tinted blue with a red 
banner heading, and undoubtedly 
this has given the paper increased 
appeal. The standard of editorial 
content remains high—the edi- 
torial team of nearly 30 being led 
by Harold Wincott, who is in- 
creasingly heard on radio and 
seen on television. 

In a survey of London and the 
South-East of England, Research 
Services Ltd. showed that 71 per 
cent of the paper's readers are 
directors or executives in indus- 
try, finance and commerce, with 
35 per cent of the total holding 
investments in 20 or more com- 
panies. This research showed a 
surprisingly large readership per 
copy. The overseas readership, 
while comparatively small, is 
claimed by the publishers to be 
extremely powerful. 

Advertisements carried in the 
Investors’ Chronicle are divided 
between company meetings and 
display. There has been a sharp 
increase in display advertising, 
which now includes a wide range 
of consumer goods, industrial 
and prestige advertising. 

This year the Banker is cele- 
brating its 30th birthday and its 
comprehensive editorial coverage 
has earned it a high reputation: 
circulation continues to grow 
steadily. A large part of its 


| readership is overseas—in nearly 


80 countries. Advertising in its 
columns includes banks, indus- 
trial and financial concerns and 
there is a growing amount of 
office equipment and consumer 
display. 

Those responsible for The 
Times Review of Industry be- 
lieve that the industrial as well as 
the social value of the Top Exe- 
cutives Press is rising steadily. 
They reason that the ever-chang- 


ing pattern of technical and 
scientific development in indus- 
try today calls for a service of in- 
formation which is not only 
comprehensive and up-to-date, 
but also in the highest degree 
authentic and reliable. 

Such a service must be respon- 
sible for a constant supply of all 
the relevant facts which are essen- 


tial to successful management 
and the effective maintenance 
and expansion of an_ indus- 
trial undertaking. The Times 


Review of Industry, published 
monthly, has always accepted 
this responsibility; and, sustained 
by the resources of The Times, it 
could hardly be better fitted to 
fulfil this important task. 

By a skilled and careful selec- 
tion of the vast stream of indus- 
trial, technical and market news 
from every part of the world, this 
paper is able to present its 
readers with a monthly industrial 
magazine filled with the vital 
information, opinion and statis- 
tics which are necessary to 
industry today. 

An exclusive feature of this 
information appears quarterly in 
the form of the London and Cam- 
bridge Economic Service Bulle- 
tins. These 16-page insets give 
authoritative and topical 
economic and politico-economic 
news and data and provide an 
important basis for discussion 
and decision. 


Telling the chiefs 


Because of the character of its 
editorial content the paper pro- 
vides an excellent medium for 
the advertiser who wishes to 
bring his products or services to 
the notice not only of the chair- 
man, managing-director or 
department head in industry as 
well as to that of the merchant, 
banker, consultant, accountant 
and lawyer with industrial affilia- 
tions. Government departments, 
both British and foreign, civic 
authorities and universities may 
also be approached through The 
Times Review of Industry's 
columns. 

The Statist (established 1878) 
does not disclose its sales, but 
claims that its circulation is 
largely institutional and _there- 
fore carries a high multiplier 
factor per copy. It argues that 
the views it expresses have an 
impact on opinion at the highest 
level in domestic, international 
economic and financial circles 
altogether incommensurate with 
the number of copies sold. 

Internationally, its prestige 
has been enhanced in the post- 
war years by the attention it has 
focused on the economic prob- 
lems and prospects of other 
countries through the publication 
of special surveys. 
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A new concept 


of publication 


jor management? ... 


.-. fe be found in Science Prospect 


a guide to new tools and new techniques. In plain language 
Science Prospect describes the latest scientific discoveries 


available to industry and commerce, showing how and where 
they may be applied, and the benefits they bring. 


.-- fo be found in fcanomic Prospect 


a guide to the economic climate of the U.K. and its export markets. 
Economic Prospect highlights the factors that are important to industry 


and commerce, forecasts trends, and presents the month’s salient 
statistics so that their significance is immediately apparent. 


.-- fo be foundin Che fxecutive Himself 
a series of articles showing what the individual businessman 


can do to safeguard and improve his health and well-being, his 
financial situation and his executive skill and effectiveness. 


...- te be found in 


the fact that every issue of BUSINESS is carefully and deliberately planned, 


written and presented to require only the MINIMUM reading time each 
month. Highly skilled editing : the functional use of colour, charts 


and diagrams : headlines, boxes and pictures, used not for show but 
to impart basic information in a few seconds. These and many other 
publishing devices ensure that BUSINESS gives each reader MORE ideas 


and information in LESS time than any other publication for management. 


Business 


- . 

Member Audit Bureau of Circulations : largest monthly net sale of any 
independent monthly publication for management. Write or telephone for 
specimen copy of current issue to— 


Business Publications Ltd., Mercury House, 
109-119 Waterloo Road, London, S.E.1. 
Telephone : 


WATerloo 3388 (20 lines) 


| bs Pe 
Rusiness = 
> 
ae a. 
ae aa Tey Ke Maes f 
E 
r =e 3 — ave 
| \ Aig * ime ama 
| pe B= gen MEH ins 
| a asa al “hei ban 
3 4 ; : 3 pit - ipa” ieee 
ial vet = 
pee” ah 
ee ge “-* oo 
S 2 oe =) 
. ee  : “ a 
* a> eS a a ~n j 
' git gt wes = te 
| J gn gf io " 
a seis 4 
| 


ADVERTISER’S WEEKLY 


42 


No barriers exist to British exporters 
in a market of high prosperity 


International timber show 


for Ghent 


VER since it was first held 
in 1946, the International 
Fair of Ghent has organised 
within its framework a special 
technical exhibition devoted to 
one particular industry. Over 
the past 10 years there has, for 
example, been a brewers’ ex- 
hibition, a textile, and a print- 
ing show. 
This year it is intended to stage 
the first International Timber 


708U3 O 


BELGIUM — 


Exhibition, devoted to timber, 
wood, their various applications, 
by-products and allied industries. 
The exhibition will, among 
others, comprise the following 
sections: Timber and wood (both 
Belgian and imported), timber 
felling and 


woodworking 


exhibition 


machinery, saws and forestry 
equipment, door furniture (finger 
panels, handles, etc.), goods 
partly made of wood (either with 
a wooden base or with wood as 
an essential component) and 
musical instruments (violins, 
celli, double basses, guitars, 
mandolines, woodwind and 
pianos). 

The central section of the 
Ghent exhibition has been set 
aside for this timber show and 
M. Fonteyne of the Belgian 
Timber Development Associa- 
tion has been appointed manag- 
ing director. British firms have 
the chance of obtaining large 
orders because Belgium has now 
completely abolished all import 
licences. Official participation of 
the governments of the United 
States and Western Germany is 
already assured. 


Cigarette price controversy 
_A decision by the Belgian 
cigarette manufacturers to raise 
the price of popular-priced 


cigarettes from B.Frs. 11 to 12 
per packet of 25, caused a sharp 
altercation with the government 
—for this reason: cigarettes now 
figure in the average retail price 
index to which wages in many in- 
dustries are tied. And at a time 
when a steep seasonal rise in 
potato prices normally occurs, 
higher prices for cigarettes would 
probably have caused the index 
to go above 102.7, at which figure 
an automatic increase in wages in 
the industries concerned is 
stipulated. 


Case for increase 
Because of that possibility, 


Monsieur Rey, Minister for 
Economic Affairs, at once fixed 
maximum retail prices of 


A_ horizontal de- 
sign has been given 
to this Daz pack, 
aimed at the 
Belgian market. It 
is traditional on 
the continent to 
design packs that 
way. The design 
was evolved by 
Richard Lonsdale- 
Hands Association. 
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cigarettes at the prices ruling on 
January 1, 1956. The cigarette 
manufacturers, who had a sound 
case for an increase, threatened to 
stop manufacture and some 
actually did so for several days. 
The issue was further compli- 
cated by the fact that cigarettes 
in Belgium are assessed for excise 
tax on an ad valorem basis, and 
from the increase of one franc in 
the retail price the Treasury 
would automatically have taken 
67 centimes in additional taxa- 
tion. 
The firm attitude adopted by 
the cigarette manufacturers 


forced the government to take 
the unusual step of reducing 
the transmission tax on cigar- 


@ Continued on page 43 


Come and see us at work: 


Sean 


PUBLI-SYNTHESE & R.L. DUPUY S.A - 170, Avenue Louise - BRUXELLES - Tel. 48,65,80 


You will see the activities of a 


team which deserves 


because its service 


rewards 


rewards. / 
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Packaging—big feature 
at Italian trade fair 


Tae Papua Fair, which takes 
place from May 29 to June 13, 
is a general trade show, with the 
emphasis upon packaging and 
cold storage and refrigeration. 
Other important groups of 
exhibits include building machin- 
ery, cycles and motor cycles. 
Because the Padua region is 
agricultural, the fair is also noted 
for its display of agricultural 
machinery, implements and live- 
stock. 

In 1955 a new business centre 
was established in the fair and 
housed the commercial informa- 
tion offices of 16 countries in one 
building. In the centre was also 
located various chambers of 
commerce, banks, the Italian 
Foreign Trade Institute and the 
postal services. It is expected 
that the UK will this year have 
a trade inquiry office in this 
building, manned by personnel 
from’ British Consulates in 
Italy. 


Exhibitors at the 1955 event 
numbered 3,507, including 1,021 
exhibitors of the products of 25 
foreign countries. There were 
1,089,000 visitors, of whom 
13,200 came from foreign 
countries. The exhibition area 
covers 75,000 square metres. 


* * * 


DurING NovemBer and De- 
cember, 1954, the publishers of 
the Hindu sent out a question- 
naire to 46,000 subscribers in an 
attempt to assess the type of 
readership covered by the news- 
paper. 

Within two months of the mail- 
ing 11,675 subscribers had replied 
and the findings have now been 
published in brochure form and 
issued from the offices of the 
Hindu in Madras. 


BELGIU M—continued 


ettes to enable the manufac- 

turers to cover their increased 

costs and overheads while sell- 
ing at the old retail price. 

Those in the United Kingdom 
who have been surprised at the 
government’s plan for lottery 
Bonds and also at the winding up 
of the British Industries Fair in 
London, will be interested no 
doubt in the Belgian govern- 
ment’s short-dated loan of the 
lottery type which has been 
issued to finance the 1958 
Brussels Exhibition. 

Subscription lists opened in 
March for an issue of govern- 
ment-guaranteed bearer bonds in 
denominations of B.Frs. 1,000 
for an amount of B.Frs. 1,200 
million. They will bear interest 
at the rate of two per cent per 
annum and be repaid at par after 
four years, unless paid off earlier 
by prizes varying from B.Frs. 
50,000 to B.Frs. five million 


Illuminating 
the ink 


be Sheaffer organisation in 


the United States have 
recently produced a new. Skrip 
ink which contains a luminescent 
additive that remains in paper 
even after the writing has been 
removed by erasure or washing. 


The additive (which glows when | 


exposed to ultra-violet light) pro- 


tects handwritten records against | 


alteration and provides insurance 


against water damage. In this | 


picture, Ingebord King is seen 


demonstrating the new ink when | 


it was introduced at a Chicago 
press conference. 


drawn for monthly during the 


first, second and fourth year of 


issue, and weekly in the third | 


year during the exhibition. 


HOW TO SELLIN AMERICA 


Regional market testing will, for a | 


moderate investment, indicate sales 
opportunities here for almost any 


British product. Profit by our 30 years | 


experience, as marketing and adver- 
tising counsel to many American 
clients in diverse industries—selling 
regionally, nationally. Can help you 
get representation, distribution; exe- 
cute all phases of sales promotion and 
advertising. VISITING ENGLAND 
JULY. Write for appointment. 


H ARTHUR 


Engleman 


ADVERTISING acency 


| 206A Park Drive Manor, Philadelphia 44, PA., U.S.A 
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READS WHAT IN CANADA? 


Many a British firm selling its 
merchandise in the rich Canadian 
market is successful largely because its 
sales organization learned early this 
fundamental of selling economically 
in Canada:— 


¢ Four out of every five Canadian 
retailers, business, and _profes- 
sional men, including the key 
men in industry, regularly receive 
one or more trade, business or 
professional papers. 


e And 95% of these men read their 
business and professional papers 
carefully. 


Audited circulations and independent 
quantitative reader surveys are proof* 


From the 105 papers in the Business 
Newspapers Association, we'll help you 
select the small group which, at lowest 
cost and virtually no waste, will reach 
the exact segment of the Canadian market 
you seck to interest. 


When you decide to come to Canada 
to sell—come to stay! An airmail letter 
today will bring you all the information 
you need about coming to Canada the 
right way—with B.N.A. publications. 


“Research Bulletin 1954 
available on request 


BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 


---137 WELLINGTON ST. W., TORONTO, CANADA | 
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HETHER or not success 

breeds success, _ the 
British Petroleum company’s 
remarkable financial year will 
also be remembered as the 
year they sponsored some fine 
documentary films. 

There is a remorseless search 
for new oil wells in progress and 
“The New Explorers” depicts on 
a bold canvas this far-flung 
quest. Beginning with delicate 
negotiations for a concession in 
the desert sheikdom of Abu 
Dhabi on the Persian Gulf, we 
next follow the trail of two 
— trekking through the 

t Canadian snows. 

From here, we are swept to 
Zanzibar, where an oil “find” 
would enrich the island beyond 
the ancient slave traders’ wildest 
dreams. Papua, steamy with 


swamps and tropical downpours; 
Trinidad, with an oil bore taking 


SSweet SSixteen 
knows 


Colour Counts 


Colour 
charms—just as, in the case 
of the film, it adds attraction 
and appeal. 

But pleasing colour 
demands skill and experience 
at every stage of production 
—scripting, shooting, editing. 

THE specialist producers 
of 16mm. films in colour 
are— 


STANLEY SCHOFIELD 
PRODUCTIONS LTD. 


6-7-8 Old Bond Street, 


London, W.! 
Telephone : MAYfair 4642-3 


enhances her | 


REVIEW OF NEW FILM PRODUCTIONS 


Quest for oil—theme of 
powerful documentary 


place beneath the sea ; and Sicily, 
dry, arid, and volcanic, are the 
venues of a tough bunch of men 
of all nationalities with one thing 
in common—the humour to 
stomach unpleasant conditions 
and failure to strike oil. 

The producers of the film were 
World Wide Pictures Ltd., with 
James Hill directing. His con- 
siderable talent for getting ordin- 
ary people to behave with com- 


Shooting the Zan- 
zibar sequence of 
“The New’ Ex- 
plorers.” Sitting at 
left is James Hill, 
who wrote and 
directed the film. 


plete naturalness is well demon- 
strated in this item which has a 
running time of 40 minutes. 


In the hands of Halas & 
Batchelor Cartoon Films, the 
evolution of farming from 
mediaeval times to the present 
day is graced with style, humour, 
and imagination. This is another 
major BP film, which will not 
help to sell an extra drop of oil, 
but which, nevertheless, will help 
to make its audiences (ranging 


By PAUL NUGAT 


from ll-year-olds upwards) con- 
scious of the vital role that oil 
plays in modern life. The run- 
ning time is 15 minutes, 

* * * 

THERE IS a growing sense of 
rivalry between the Gas Council 
and the Central Electricity Autho- 
rity, and while the latter are 
putting their faith in the talkie- 
strip to help raise standards of 
salesmanship, the former have 
now replied with a_ three-part 
film under the general title, 
“Gasmanship.” 

Using the well-tried formula 
of contrasting the right and 
wrong approach to selling by de- 
monstration, running a showroom 
and doorstep sellig, this piece of 
work is at its best when mis- 
takes in salesmanship are shown 
to be the products of human 
frailities. However, when it at- 
tempts to show how badly an 
ill-run showroom can be, the 
humour comes as flat as a pan- 
cake. A Harold Goodwin pro- 
duction, the three parts of the 
film run for 13, eight and 11 
minutes respectively. 

The same producer has done a 
good job for the latest Roneo 
duplicator, “750,” which, apart 
from its electronic attractions, 
has the ability to achieve photo- 
stat production. Styled “Doing 
the Job Properly,” it is a 23- 
minute film, which begins in 
black and white and bursts into 
Eastmancolor with quite dramatic 
effectiveness to introduce this 
latest model. 


Wie 


‘ 77 


| At the Milan Fair recently, Screenspace won the Grand Prix for 


| three animated cartoon films made by André Sarrut. 


One of them 


was “The Beach” made for — ag The above is a scene from 
the 


m. 
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Every aspect of the _ versatile 
Kenwood Chef Mixer is demon- 
strated in the new 20-minute 
colour. training film which has 
been made by A. Hurst & Ca., 
the export managers of Kenwood 
Manufacturing Co., Ltd. 


Ad film firm 


expands 


FRE Anglo-French adver- 
tising film producers 
Dimitri de Grunwald and 
André Sarrut have expanded 
their organisation. 

They have signed an agreement 
with Cinema et Publicite, the 
leading French screen contractors 
and live-action producers, under 
which Sarrut’s Paris company, 
La Comete, will have exclusive 
use of Cinema et Publicite’s ser- 
vices and facilities for the pro- 
duction of live-action advertising 
films for the United Kingdom, 
and de Grunwald’s London com- 
pany, Screenspace, will become 
their exclusive agents in this 
country. 

This means that Sarrut who, in 
addition to cartoon-animation, 
puppets and marionettes and 
animated display, has a live- 
action department, will see this 
department considerably _ re- 
inforced by being able to call on 
the talents of the Cinema et 
Publicité directors and _ tech- 
nicians, and their well-equipped 
studios near the Bois de 
Boulogne. 

Two of the directors who will 
now be linked with André 
Sarrut’s creative ideas are Robert 
Gudin and Guy Brun who last 
year won the Grand Prix at the 
Monte Carlo Advertising Festival 
for their “Postillon” series. 
André Sarrut, at the same Festi- 
val, won the Award for Enter- 
tainment. Screenspace have also 
recently expanded their market- 
ing arrangements to meet inter- 
national demand by opening new 
offices in Milan where Theo 
Lageard is in charge; and are now 
concluding arrangements for a 
new office in Munich to be run 
by W. J. Mennell. 
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with Presburys 
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Cinema and TV films 


consult 


Cad 
Be 


in the Cinema Presburys produce all 
types of advertising films—in live action, cartoon or 
puppetry. Their distribution service includes many of 
the leading * independents ’. 


on the TV screen Presburys have 
created some of the most original and exciting * com- 
mercials’ for this new advertising medium. Many 
leading advertisers and agents now place their TV 
Productions with Presburys. 


Oe preference 


S. PRESBURY & CO. LTD., 


Head Office: Gloucester House, 19, Charing Cross Read, London, W.C.2. Telephone: WHitehall 3601. 
Studios: Twickenham Studies, The Barons, St. Margarets, Twickenham, Middx. Telephone: POPesgrove 9063. 


Member of the Screen Advertising Association and of the Association of Specialised Film Producers. 
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PACKAGING AND POINT-OF-SALE DISPLAY 


In a situation which finds 
packaging costs on the 
increase there is a— 


Bigger role on the way 
for creative ad men 


REPARATIONS are now 
well under way for the 

National Packaging Exhibition 
which is to take place at Olym- 
pia next January. Once again, 
the nation will have visible 
proof—and all in one place— 
of the enormous significance 
packaging has in its economic 
life. After all, the annual bill 
for packaging of all types runs 
up to about £400 million. 

Commenting upon this sum, 
the editor of Paper Box and Bag 
Maker in the current issue points 
out that the magnitude of it 
should bring home to everyone 
“how colossal is the usage of 
packaging, which is no longer re- 
garded as a luxury indulged in 
by the few, but is now recognised 
as a necessity to industry as a 
whole. It should serve to em- 
phasise, also, just how largely the 
cost of packaging must figure in 
the production and marketing 
costs of most of the nation’s 
manufactures, and it follows, 
therefore, that packaging costs 
will be a not inconsiderable factor 
to those manufacturers selling in 
a competitive market.” 

What, however, are the pros- 
pects ahead for the relevant 
prices? 


Cannot be afforded 


The Paper Box and Bag Maker 
leading article continues: “Prob- 
ably this bill for packaging is 
among the many that the nation 
cannot afford to see increased, 
unless it is accompanied by 
greater productivity but, un- 
fortunately, in the paper packag- 
ing fields the signs are that prices 


says OUR PACKAGING CORRESPONDENT 


The “Little Noddy” display showing the character in the car is 
attractively motivated by electricity and packs flat—the electrical unit 
being separately handled. 


will tend to rise. This is so 
because increased wage pro- 
posals are already published for 
the paper bag trade and the 
paper box trade is likewise faced 
with a demand for higher wages. 
Unless there is a revolutionary 
change in outlook any increases 
in wages will not walk hand in 
hand with an increase in pro- 
duction and herein the whole 
national problem has its 
SOU fis 

“If wage demands should force 
up the price of paper and paper- 
board packaging items there is 
very little doubt that some users 
will search for ways to keep their 
packaging bill at its present level. 

“They can, of course, demand 


A three - window 
view of the con- 
tents has _ been 
made possible by 
this toffee  con- 
tainer made _ for 
Henry Thorne & 
Co., Ltd. 


that a lighter substance paper or 
a board of a lesser caliper is used 
in the manufacture of their pack- 
aging and, additionally, they can 
generally lower the quality. 
Such a retrograde step would be 
a deplorable happening. especially 
as we have made such forward 
Strides in the standard of our 
packaging since the war. 

“It could also do considerable 
harm to the nation’s export trade, 
for the unknown commodity, 
especially, more often than not 
stands or falls on the attractive- 
ness of its packaging. 


Charge too great 


“The sum of £400 million 
annually is so huge that we feel 
sure our readers will agree that 
it should not be increased except 
as a direct result of increased 
output, otherwise our packaging 
bill stands in danger of becoming 
a disproportionate charge in the 
nation's costs of manufacturing 
and marketing.” 

There is an interesting corollary 
to this danger. 

With material prices rising in 
the fields of packaging it follows 
that efforts should be made to 
extract the utmost publicity value 
attaching to the packages through 
the use of ideas—both as regards 
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ways of presenting the message 
round the sides and in the forms 
of construction of the whole. 


Clearly, the creative men in 
packaging are going to become 
tucreasingly important in the 
advertising and marketing scheme 
of things—or, at least, that ought 
to be the way of things. 

The sort of up-to-the-minute 
approach to package presentation 
that comes to mind is instanced, 
for example, by the “Little 
Noddy” theme which is going to 
be used by Kellogg’s Corn Flakes 
packets for the next few months. 
The back panels of the packages 
during the early summer will 
feature cut-out “Noddy Theatres” 
each based on one of the Enid 
Blyton books about the character. 


Giant packet featured 


To work in with this packaging 
theme, point-of-sale display 
material has been designed and 
produced by Fords Advertising 
Ltd. of Bristol, which features a 
large centrepiece of Little Noddy 
in his car with a giant packet of 
corn flakes in the back seat. His 
head is realistically three-dimen- 
sional by the clever use of curv- 
ing thin card and is electrically 
animated to nod continually— 
while his right arm wags re- 
peatedy towards an imitation 
road sign which displays the 
announcement about the series. 

The size of this centrepiece is 
over three feet wide and 2} feet 
high. Despite the complicated 
design, the whole display folds 
flat for consignment and the elec- 
trical unit travels separately in 
special packing. 

Besides many hundreds of 
the animated displays which 
have been . there are 
further quantities of the same 
design produced in static form 
to supplement the impact at 
the point-of-sale. 

Fords also designed and pro- 
duced a smaller display for the 

@ Continued on page 48 
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This Energen leaflet holder stands 
five inches high and carries white 
lue colours. 
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In the ZOLTAN GLASS STUDIOS, at 41 PARADISE WALK, 
5,000 square feet of dark rooms, administrative 

offices and studios with full daylight facilities, 

plus the most up to date camera and technical equipment in 
Europe, comprise the background from which Zoltan Glass 
and Ward Hart, working individually, but operating in 
association, produce photographs for outstanding campaigns 
currently appearing in the press and on the hoardings. 


WARD HART 
AGENT: ROBERT SHARP & PARTNERS 


Reed ART DIRECTOR: RONALD SMITH 
CLIENT: KESTOS LTD. 


AT PARADISE WALK IN CHELSEA 


AGENT: FOOTE, CONE & BELDI LTD. 
ART DIRECTOR: REX WILLIAMS 
CLIENT: WATNEY, COMBE REID & CO., LTD. 


ZOLTAN GLASS 


Zoltan Glass and Ward Hart are both exclusively 
represented by the Artist Partners Organisation, who 
hold many prints, transparencies and published speci- 
mens which they will gladly show—if you ask them. 


ARTIST PARTNERS LIMITED. 44a Dover Street, London, W.!. HYDe Park 9941 
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An attractive wire display unit, designed and 
manufactured for Schweppes Limited by 
Acro Marketing, complete with permanently 
screened plastic plate. 
For you, Acro offers these advantages :— 
|. Distribution by our own transport 
throughout the country. 
2. A large fully-equipped modern factory, 
including every form of finishing, open to 
client’s inspection. 


3. A quality job at a reasonable price. | 


Write, call or phone NOW 


ACRO Marketing Ltd. | 


ADVERTISING DIVISION 


9 WARWICK COURT, LONDON, W.C.I 
Telephone : CHAncery 5654-5. 


| message 


| Co., Ltd., of Leeds. 


| If you are thinking about 
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A earton with a 3-fold 
view of the contents 


In order to help 
their customers in 
the display and 
sale of “‘Crispaks,” 
Huntley & Palmers 
Lid. have  distri- 
buted this display 


| stand which incor- 
| porates their name 


The 
one 


and slogan. 
base is only 
foot wide. 


The Ediswan 
“electric flash’ has 
been presented very 
prominently on the 
company’s elec- 
trical accessories 
and radio com- 
ponents packs. 


family size corn flakes packet 
which features Little Noddy 
standing alongside, with the sales 
over the top of the 
packet. Here again, three-dimen- 
sional effects have been contrived 
by curving the head and attach- 
ing an arm separately. 

Another example of ingenuity 
in action to magnify the effective- 
ness of a package comes from 
the confectionery field. Here is 
the story. 

To present the multi-coloured 
“World’s Premier Toffee” tin, 
prepared for the knocks and 
scratches of shelf life and yet be 
perfectly visible to the impulse- 
shopper, was the problem which 
recently faced Henry Thorne & 
A window- 
carton overwrapped with “Cello- 


| phane” cellulose film not only 


overcame this technical difficulty 
but, by adding its own visual 


| qualities to the delightful appear- 


ance of the container, increased 


The | 
ZODIAC SIGN CO. LTD. 


* | 
NEON WINDOW UNITS 4c. 


EDGELIT PLASTICS 


SILK SCREENED SIGNS 4. 

32, VALE ROAD, | 

BUSHEY, HERTFORDSHIRE. 
WATFORD 4509. | 


the display-value of the pack. 

The carton, die-cut in one piece 
from cardboard, allows a three- 
window view of the pictures, 
printed round the tin, the whole 
“Premier” gallery ranging from 
Alice-in-Wonderland scenes to 
portraits of nursery-rhyme heroes. 
Two interior flaps, formed by 
bending back the edges of the side 
windows, hold the contents 
securely in place, the transparent 
“Cellophane” wrap safeguarding 
both carton and container against 
dust- and shop-soiling. 

The ingenuity of the “peep- 
show” carton and the brilliance 
of the film, which contrasts pleas- 
antly with the matt finish of the 
printing, emphasise the sales 
appeal of an imaginative pack. 

* * * 


THE DISTINCTIVE “electric flash” 
design used for Ediswan electri- 
cal accessories and radio com- 
ponents packs forms the back- 
ground to the new individual 
pack now being used for Edis- 
wan “Either-lite” adaptors. The 
strip at the bottom gives a clear 
visual indication of the use of 
the adaptor and the end panels 
carry an easily read description 
and catalogue number of the 
contents. 

* * 

LARGE QUANTITIES of a leaflet 
holder, designed and manufac- 
tared by Victoria Plastics & 
Designs Ltd., have been ordered 
by Energen Ltd. The name plate 
of the unit has been stove 
enamelled in white, and the word 
“Energen” silk screened in royal 
blue. 
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Photographic Portraits inoils* 
Enlargements* hy Autotype 
of course, 


For those rarer occasions when a 
portrait in oils of irreproachable 

form our best known activity for 

display and decoration purposes. 

Just because we make them as big 


fs quality is wanted 
Transparencies* for boardroom or 
as a house please don’t think we are 


presentation pur- 
lit from behind really 
not interested in the smaller sizes. are effective ; more so 
We don’t mind the size or the quan- 


poses Autotype should be kept in 
tity. And you can have 


when in colour. 
them Almost any subject can 
mounted and remarkably well 


be reproduced in this 
coloured, too. Slip along to the form. They are so 
Strand Palace Hotel, London, to see useful on the exhibi- 
the photo-murals, 22 ft. by 12 ft. in 


exhibitor—because of the praise we 
= hii receive for it. 
tion stand. Don’t miss 

full colours. They are in the Exeter 

Room. An Autotype job, of course. 


mind. They are no rarity to us. 
We have every confidence in the 


work of our artist—an Academy 


Rates are reasonable. 
any opportunities in Make a note of Autotype now—you 
this wide field. 


*‘AUTOTYP 


THE NAME TO 


THE AUTOTYPE COMPANY LIMITED 
BROWNLOW ROAD, WEST EALING 
REMEMBER LONDON, W.13., 


EALing 2691-2-3 


Who the H - --isP.D.I 


B.C. «2 LT.V. ef RBH 


hoc «@ 


this is an age of letter symbolism 


which can be very distracting, 
SO may we put you wise to the fact that 


P.D.I. is a group of Ideasmen, Artists and Designers 


—at your service. 
PUBLICITY DESIGN & IDE 


NUMBER @B OLD BURLINGTON ST., LONDON. W.!. @ REGENT 2355 
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COMPANY MEETING 


KEMSLEY 


HE 32nd Annual General 

Meeting of Kemsley News- 
papers Limited was held on 
May 24, 1956, at Kemsley House, 
London. The following is an 
extract from the statement of the 
Chairman, the Viscount Kems- 
ley, circulated with the Report 
and Accounts for the year ended 
December 31, 1955, submitted to 
the meeting. 


Labour Disputes 


The year under review was 
one of exceptional difficulty for 
your Company in common with 
all engaged in newspaper enter- 
prise. The results of our efforts 
will be seen from the consolidated 
Profit and Loss Account, and I 
will comment on the figures in 
detail presently but, as a general 
observation, | would suggest that 
most of us did not expect that we 
should be dealing with so favour- 
able a position as is shown in the 
final outcome. I issued my state- 
ment last year on the morrow of 
the strike which, in March and 
April, caused the suspension of 
all national newspapers and 
affected Manchester and Glasgow 
as well. As if that were not 
enough we were soon plunged 
into the difficulties caused by the 
railway strike which entailed 
emergency methods of distribu- 
tion of our newspapers. These 
special methods were expensive 
but essential to maintain the 
standard of service to which we 
consider our readers to be en- 
titled. Both of these events, over 
which we had no control, had 
their adverse effect on our trad- 
ing in the first half of 1955 and, 
as mentioned in the closing para- 
graph of my statement of a year 
ago, the second six months of 
1955 presented a challenge to my 
colleagues and myself to do our 
utmost to minimise the effects of 
this discouraging situation. 

It-is the more to be regretted 
that a comparable situation has 
arisen this year affecting, though 
not so severely, our provincial 
publications as a result of the 
dispute with the Typographical 
Association. This has already 
resulted in a decrease in our 
revenue and an increase in our 


costs. It is most profoundly to 
be hoped that agreement will 
soon be reached and that no 


further damage will be inflicted 
on an industry faced with enough 
problems already in other 
directions. 


Strengthening the Group 

In my statement to the stock- 
holders in November, 1955, | 
referred : 

1. to the sale of the controlling 
interest in our Glasgow 
subsidiary to the Daily 
Mirror group ; 
to the long-term contract 
entered into with the same 
group to print editions of 


te 


NEWSPAPERS 


VISCOUNT KEMSLEY’S ANNUAL REVIEW 


their 


newspapers at our 
Manchester office; and 
3. to the sale of the title, 


copyright and goodwill of 

the Daily Dispatch to the 

News Chronicle Limited. 
_ I then expressed the view that 
in the light of the economic 
trends of the industry we had 
taken measures which would 
strengthen the position of the 
Group in both the national and 
provincial spheres. 

The production of the Daily 
Mirror and Sunday Pictorial at 
our Manchester office has pro- 
ceeded very satisfactorily, and it 
is worthy of comment that for 
week-end production practically 
every unit in our machine room 
—incidentally the largest in the 
world—is now being used. 

Further, as a result of these 
operations alternative employ- 
ment has been found for virtually 
all those employed on the Daily 
Dispatch or Sunday Chronicle. 

I should mention that we con- 
tinue to retain a financial interest 
only in our former Glasgow 
subsidiary. The income from this 
has been guaranteed for seven 
years by The Daily Mirror 
Newspapers Limited. 

Arising out of these changes 
in the structure of the business, 
the Board has written a further 
substantial sum off the copy- 
rights and goodwill of the Group 
and for this purpose there has 
been transferred from the general 
reserve an amount of £1,000,000 


which takes account of the 
capital loss arising under this 
heading. 


Increased Costs 

At the outset I mentioned the 
injurious effect of strikes on 
trading in 1955, but I should not 
omit to say that we have also 
been faced with increased news- 
print and wage costs as com- 
pared with the preceding year. 
The consolidated Profit and Loss 
Account shows that the trading 
profits and sundry income of the 
Group amounted to £1,379,000 
in 1955 as compared with 
£1,564,000 in 1954, a decrease of 
£185,000 as compared with that 
year. This diminution should be 
considered in the light of the 
exceptional difficulties which we 
have had to face in 1955 and 
the short time in which we have 
had to overcome them. With 
regard to this item you will see 
that reference is made on the 
face of the account to the re- 
covery of central expenses allo- 
cated to our former Glasgow 
subsidiary. Where economies 
are practicable in such charges 
because of the change in the 
structure of the undertaking 
they are being and will continue 
to be effected. 

Dividends and 
£100,000 as 


interest total 
compared with 


£89,000 in 1954. The increase is 
attributable mainly to the addi- 


tional income from trade invest- 
ments which came to us for the 
second half of 1955 under the 
arrangement to which I have 
already referred regarding the 
financial interest retained in our 
former Glasgow subsidiary. 

The amount of profit on sale 
of investments and on purchase 
for redemption of debenture stock 
of Kemsley Newspapers Limited 
shows an increase of £58,000 on 
last year’s total of £30,000. It 
arises in part from the realisation 
of investments during 1955 at 
prices higher than the market 
values to which those investments 
had been written down some 
years ago. 

The combined trading profits, 
investment and special income 
together come to £1,584,000 and 
after deducting £99,000 for deben- 
ture interest the net earnings of 
the Group for 1955 _ before 
deducting taxation amounted to 
£1,485,000 as compared with 
£1,598,000 in 1954, a modest 
reduction in the circumstances in 
which we had to operate. 


The Profits Tax 


The amount of £850,000 re- 
quired for taxation is £56,000 less 
than in the previous year as might 
be expected from the reduction in 
profits. While we recognise that 
taxation must be shared by all, 
1 maintain that your Company 
is unfairly dealt with in the 
matter of profits tax levied on 
dividends. The fiscal purpose of 
such a tax is to place a curb on 
existing dividends and recent in- 
creases in the rate are designed to 
curtail spending money in the 
home market. In the past we 
have borne, under protest, this 
substantial charge on the fixed 
dividends payable on our pre- 
ference capital and it is all the 
more regrettable that we should 
have to shoulder successive in- 
creases in this heavy burden 
although we are merely fulfilling 
an obligation to our preference 
stockholders which was settled at 
a fixed amount many years ago. 
The tax operates particularly 
harshly in the case of our Com- 
pany and it is, therefore, most 
discouraging to be faced with two 
increases in the rate within a 
matter of months. For your 
information the distribution 
charge in a full year on the pre- 
ference dividends at the rates as 
proposed in the Budget speech is 
no less than £138,000, the whole 
of which has to be found out of 
earnings which are also subject 
to income tax at the standard 
rate. 


Net Profit 
After deducting taxation and 
the share of profits (£9,000) 
accruing to minority interests 


there is a balance of £626,000 
representing the net profit of the 
Group for the year which is 
attributable to your Cempany. 
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Of this amount £7,000 has been 
retained in the subsidiaries, leav- 
ing £619,000 as the net profit of 
Kemsley Newspapers Limited for 
the year. The net dividends on 
the preference stocks absorb 
£288,500 and therefore there is a 
balance of £330,500 available for 
appropriations to reserves and for 
dividends on the ordinary stock: 
the corresponding amount in 
1954 was £443,500 which, how- 
ever, included a credit of £50,000 
in respect of investment deprecia 
tion released by the holding com- 
pany. 


The Dividend 


Although, as I have indicated, 
your Company has encountered 
one of the most difficult 


years 
of trading in the thirty-two 
years of its history, your Direc- 
tors consider that they are 


justified in maintaining the same 
distribution as for 1954 and 
therefore recommend a final 
dividend of 5 per cent; making 
10 per cent for the year. They 
have transferred the sum of 
£200,000 to general reserve and 
after making these appropria- 
tions there is a slight reduction 
in the balance carried forward in 
the consolidated Profit and Loss 
Account which is now £617,000 
as compared with £621,000 a year 
ago. 
Our Debentures 

The main changes in the con- 
solidated Balance Sheet as com- 
pared with that of the previous 
year stem from the disposal of 
the interests to which I have 
already referred, including the 
reduction in the copyrights and 


goodwill and an increase of 
£500,000 in the item of trade 
investments because of the 


change in status of the nature of 
the investment held by Kemsley 
Newspapers Limited in the Glas- 
gow company. It will be noted 
that there has been a decrease 
during the year of £310,000 in 
the amount of debenture in- 
debtedness mainly arising as a 
result of purchases in the open 
market. In this connection | 
should like to mention that since 
December 31, 1952, the outstand- 
ing amount of debenture stock 
of Kemsley Newspapers Limited 
has been reduced by the substan- 
tial sum of £869,612. The liquid 
position of the Group continues 
to be strong as is indicated by 
the total of net current assets 
which at book amounts stands 
at just over £2,000,000. You will 
appreciate, however, that the true 
strength of a business undertaking 
lies in its ability to earn profits 
which will adequately remunerate 
the capital invested in it. The 
year 1955 was one of real test 
by this standard and it is some 
satisfaction that in spite of the 
difficulties with which we were 
faced we were able out of the 
year’s earnings to maintain our 
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rate of dividend on our equity 
capital and to place the substan- 
tial sum of £200,000 to reserve. 


Increased Sales 


1 am happy to record that all 
our newspapers enjoyed, from 
the point of view of circulation, 
a very successful year. Not only 
the four Sunday newspapers of 
the Group, but also the eleven 
dailies—four mornings and seven 
evenings serving some of the 
most important industrial areas 
of the British Isles—reached sales 
figures in excess of the previous 
year. 

The Group Papers 

It is encouraging to observe 
that this healthy trend continues 
this year, particularly with our 
provincial evenings which are 
published in Manchester, New- 
castle, Sheffield, Cardiff, Mid- 
dlesbrough, Aberdeen and Black- 
burn. Every one reached the 
record sale in its history during 
1955, and their aggregate circula- 
tion is now in excess of 1,300,000 
copies per night 

Progress has been particularly 
gratifying in the highly competi- 
tive city of Manchester where 
our Evening Chronicle has 
reached new peak figures this 
year and for March was in excess 
of 300,000 copies per issue. 

Our morning papers — the 
Newcastle Journal, the Sheffield 
Telegraph, the Western Mail 
(Cardiff) and the Press and 
Journal (Aberdeen)—also had a 
very satisfactory year and with 
an aggregate daily sale of 
400,000 copies, have a strong 
hold in these highly prosperous 
regions. . 

We have been devoting special 
attention to our weekly news- 
papers, the policy being to infuse 
them with that vigorous editorial 
character and area appeal which 
marks all the other regional 
newspapers of the Group. Here 
again the same upward trend is 
in evidence, and the total sale 
of these weeklies is nearly 
200,000 copies. 


“Sunday Times” 

It is my custom to say a special 
word about The Sunday Times. 
Again | can record an increase 
in circulation in the year under 
review and I am glad to say 
further that the circulation in 
the first quarter of 1956 was the 
highest in the history of the 
paper. It has been a great satis- 
faction to be able to publish 
larger issues than at any time 
since 1939 and I and all con- 
nected with the paper are deter- 
mined to maintain its progress, 
its influence and its authority. 


Book Exhibition 


We were able to present once 
again The Sunday’ Times 
National Book Exhibition in the 
new environment of the Royal 
Festival Hall. This event was 
most cordially welcomed by the 
publishers and by the reading 
public. The attendance at the 
remarkable series of lectures 
arranged by us strained to the 
full the accommodation avail- 
able. I am sorry to say, however, 


that the authorities responsible 
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for the Royal Festival Hall are 
unable this year to make the Hall 
available to us. The Exhibition 
provided a suitable opportunity 
for the presentation to Mr. 
Richard Church of The Sunday 
Tirnes Book Prize of £1,000 and 
Gold Medal. The Exhibition 
was graced by a visit from H.M. 
Queen Elizabeth the Queen 
Mother. 


Highest Circulation 

The amalgamation of the 
Empire News and Sunday 
Chronicle has produced results 
beyond our expectations. We 
have retained a very substantial 
proportion of the joint reader- 
ship, and whereas the circulation 
of the Empires News was just 
over two million before the 
merger, the sale of the combined 
publication has now risen to 
over 2,500,000 copies per issue, 
the highest sale ever attained by 
any newspaper of the Company. 
The Empire News and Sunday 
Chronicle is a national news- 
paper with a regional bias to- 
wards the North of England, and 
it is strongest through the vast 
and important marketing area 
where the aggregate readership 
of all other national Sunday 
papers is below average. The 
special edition of the paper 
printed in Cardiff can also claim 
to have established itself as the 
only national Sunday paper for 
Wales. 


“Sunday Graphic” 

Our family picture newspaper, 
the Sunday Graphic, continues 
to maintain its sale in a large and 
clearly defined market. 

The emphasis is on people and 
personalities. Its team of feature 
writers, its serialised life stories, 
its human interest, its attractive 
pictures and layout, all combine 


to make a lively and friendly 
paper. In addition fashion 
features, cartoons and topical 


articles are added to give a 
special appeal to women. 


Selling Prices 

One consequence of rising 
costs has been a further increase 
in the selling price of most 
national newspapers, and it is 
evident to me that before very 
long a further increase in the sell- 
ing price of provincial news- 


papers and, in particular, of 
evening newspapers, will be 
necessary. I remarked last year 


that newspapers in the post-war 
period would appear to have 
been inelastic in demand. That 
is to say, price increases had not 
up to that time had a material 
influence on circulation. My 
suggestion that this might not 
continue to be the case has 
seemed to be justified in the light 
of the circulation trends of some 
of the mass circulation daily and 
Sunday newspapers. Duplication 
—that is to say the purchase by 
one individual of two or more 
papers—appears to be declining, 
but most agreeably to us in many 
cases, if the choice has to be be- 
tween the local newspaper and a 
national newspaper, circulation 
figures would indicate that the 
local newspaper is preferred. 


. 
In this connection, | have been 
most gratified and encouraged by 
the work during the year of our 


circulation staffs. They have 
applied themselves to their 
highly competitive task with 


great zeal and they are entitled 
to claim no small part of the 
credit for the manner in which 
our circulations have progressed. 


The Newsagents 

The difficulties of the industry 
have been shared by the news- 
agents. They suffered severely as 
a consequence of the dispute in 
the early part of 1955, and I am 
also fully conscious of the haras- 
sing limitations placed upon them 
in securing the personnel neces- 
sary to ensure regular deliveries 
of newspapers and other publica- 
tions. Nevertheless it is a point 
of honour with them to maintain, 
wherever humanly possible, regu- 
lar and timely deliveries. I am 
sure if the public fully realised 
the problems newsagents have to 
face they would be more ready 
to co-operate by placing regular 
orders for delivery. 


Our Advertisers 

The vigour of our Advertise- 
ment Department deserves a 
special mention. Despite the 
handicap of a newspaper strike, 
a railway strike, hire purchase 
restrictions, a credit squeeze and 
an Autumn budget, the total 
advertisement revenue for the 
year showed an increase of over 
16 per cent compared with 1954. 
The passage of time convinces 
me even more surely that the 
establishment of the Research 
organisation within the Depart- 
ment has been a most productive 
development. No advertiser 
now need buy blind for we are 
able to place at his disposal 
almost every fact he may wish 
to know about our circulations 
and these facts convince him 
better than could any words that 
he is getting value for money. 
Moreover, cordial though our 
relationships have always been 
with the advertising agents the 
result of our initiative has been 
to strengthen still further the 
confidence between us. 


Empire Journalists 


Ten years ago we inaugurated 
the Kemsley Empire Journalists 
Scholarships Scheme. There can 
be no doubt from the expressions 
of opinion both in this country 
and in those Dominions from 
which the Scholarship holders 
have been drawn, that the scheme 
has achieved every object in 
mind at its inauguration and 
more. There is now in Canada, 
Australia, New Zealand and 
South Africa a large number of 
journalists, many of them occupy- 
ing senior positions, who have a 
knowledge of and a sympathy 
with our Commonwealth and 
Colonial responsibilities and 
policies and our institutions here 
at home that could have been 
acquired in no other way. We 
feel, however, that the changes 
and developments in the Com- 
monwealth since the scheme was 
inaugurated have, amongst other 
consequences, so greatly increased 
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the financial burden likely. to 
arise in the future that we have 
been compelled to the conclusion 
that this must be the last year in 
which the scheme can operate in 
its present form. 


Their Gratitude 

The scheme has, I am sure 
added to the prestige of Kemsley 
Newspapers Limited throughout 
the Commonwealth and has 
served an important public ser- 
vice. The following resolution 
was unanimously adopted by the 
Eighth Commonwealth Press Con- 
ference in Canberra last Novem- 
ber: “This Conference places on 
record its gratitude and apprecia- 
tion to Lord Kemsley for having 
initiated the Kemsley Empire 
Journalists Training Scheme. This 
Conference also places on record 
its conviction that the Scheme 
served a splendid purpose and its 
regret that the Scheme has been 
terminatéd. The Conference 
hopes that a similar scheme may 
some day be revived, even if in a 
modified form.” 

During the year distinctions 
have been conferred upon mem- 
bers of the organisation. I would 
like particularly to refer to the 


election of Captain Charles 
Birchall as President of the 
British Federation of Master 


Printers and also to Mr. George 
Reed who has been elected Presi- 
dent of the National Union of 
Journalists. We wish them both 
a successful year of office. 


Our Obligations 

It was not easy last year to 
forecast the future. It is no less 
difficult today. During the last 
decade the Press has been in a 
process of development, change 
and flux. Is it untrue or harsh to 
say that the conduct of news- 
papers has become more of a 
business and less of a profession 
and has become more concerned 
with providing entertainment 
than providing news? It has 
always seemed to me that beyond 
a commercial purpose, social 
and indeed moral obligations 
rest. upon those responsible for 
the Press of this country. Yet so 
often it seems these obligations 
conflict with the commercial pur- 
pose. You have always sup- 
ported me in my constant en- 
deavours to produce newspapers 
of which we can all be proud 
but I am bound to remind you 
that the advertiser who provides 
us with so much of our life blood 
is primarily influenced by figures 
of circulation. Unless we too 
do our best within the limits we 
set to provide the public with 
what it wants to read we are not 
fulfilling our obligations to your 
Company. At the present time 
our publications are in a very 
healthy condition and I have no 
reason to be dissatisfied with 
them. They are in the hands of 
a young and enthusiastic staff 
full of eager determination, and 
on this occasion I would like in 
particular to express my appre- 
ciation of the untiring support 
given to me by each and every 
one of my colleagues on the 
Board in a year of exceptional 
difficulties. 


TH 
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THIS WAS A CARLTON PHOTOGRAPH 


MAGAZINE ADVERTISEMENT IN COLOUR 
AGENCY: J. Walter Thompson Company, Ltd. 
ART DIRECTION: Percy Chuter 


ADVERTISER: Rowntree & Company, Ltd. 
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Editor R. B. Fishenden with the 50th 


volume of the “Penrose Annual.” 


Braille Press 


seeks ads 


The Scottish Braille Press, 
publishers of a range of braille 
periodicals, including weekly and 
monthly magazines in braille, are 
seeking more advertising support 
from national advertisers. 

The organisation is non-profit- 
making, and exists entirely to 
cater for the printed needs of the 
blind. 


The greatly increased cost of 
production, both for raw 
materials and labour, has made 
it necessary to find additional 
ways of providing the money to 
continue the production of 
braille periodicals, in addition to 
subscription income, on which 
reliance had been wholly placed, 
say the publishers. 

Many national advertisers are 
already supporting the Scottish 
Braille Press with advertisements 
in braille. 

J. Broadley, manager of the 
Press, who is himself blind, says: 


“Our periodicals are produced 
by blind people for the blind, and 
are widely appreciated. We 
started carrying advertisements 
about a year ago, and a number 
of national advertisers were kind 
enough to give us their immediate 
and willing support. 

“We do not require a large 
amount of advertisement revenue 
to solve our problems, and what 
we Offer to an advertiser is a 
regular monthly announcement 
at a total inclusive cost for the 
year of £20. 

“Fifty advertisers at this sum 
in any one of our monthly 
periodicals is enough to close the 
gap on that particular publica- 
tion, and enable us to go on mak- 
ing this reading matter available. 
We do not want to make a profit, 
but we believe that we are offer- 
ing the advertiser something.” 


PATRA lecture 


Donald Macaulay, of Paper 
Quality Control Inc., Chap- 
paqua, New York, is in this 


country, and will give a lecture 
to Printing, Packaging and Allied 
Trades Research Association 
members on “Statistical Quality 
Contro! for Printers and Paper 
Converters” on Wednesday, at 
2.30 p.m., at the offices of the 
British Federation of Master 
Printers, 11, Bedford Row, Lon- 
don, W.C.1. 
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GRAPHIC ARTS 


THE 
—a weekly 


mews survey 


‘Penrose Annual’—a storehouse of 


ideas for advertising men 
Considering the high price of illustrated books these days the latest 


edition of Penrose Annual* is an absolute bargain at 35s. 


This quite 


large volume is packed with first-class graphic art reproductions, and 
as a piece of printing alone is worth the money. 


When, however, it is considered 
that it contains valuable material 
not to be found together any- 
where else, it can be seen that the 
publishers provide a remarkable 
publication, which should really 
be on the shelves of all those in 
the publicity and printing worlds 
who wish to know what is going 
on, , 
The point about the annual, 
which reaches its 50th issue this 
year, and is consequently the 
Golden Jubilee number, is that it 
brings together material on both 
the aesthetic and technical sides 
of the graphic arts. 


Balanced selection 


R. B. Fishenden, who has been 
the editor since 1935, provides a 
balanced selection of articles on 
both design and technique. It is 
most important today for the 
artist to know about reproduction 
techniques and for the technical 


man to realise that printed 
material will not sell unless it 
looks good. 


Among the many interesting 
articles is one by Charles Rosner, 
which underlines this point. 
Entitled “Art is Indivisible” he 


illustrates it with the work of 
Hans Erni. 
Peter Seiz and Robert Kostka, 


writing on American’ graphic 
design, show that artists in the 
States have a freer conception of 
graphic art at times than in this 
country, but Misha Black's con- 
tribution on Post Office printing 
indicates that some Government 
departments can give a lead in 
bright, informative and at times 
amusing printed matter. 


Ad interest 
Of particular interest to the 
advertising profession is 


Frederick A. Horn’s “Letter- 
ing and the Advertising Mes- 
sage.” His article is illustrated 
by many excellent examples of 
lettering from contemporary 
advertisements. 

It would be wrong to stress the 
design side of the book only. It 
is vitally important for all those 
connected with print buying to 
know what is going on in the 
world of technical development. 

Summing up, this annual is not 
only a storehouse of design ideas, 
a magnificent piece of production 
in itself, but is also a means 
whereby the non-technical adver- 
tising man can bring himself up 
to date with the latest develop- 
ment. 

YP. x 

*Penrose Annual, published by Lund 


Humphries, 12 Bedford Square, London, 
W.C.1, at 35s 


New Dixon factory 
at Inverness 


The first factory at the In- 
verness Industrial Estate, a 
colour print works for Arthur 
Dixon Ltd., is now in opera- 
tion. The estate on which 
this is located, at Inverness, 
was officially opened by Lord 
Cameron, chairman of the 
Highlands and Islands Advi- 
sory Panel, who urged indus- 
trialists to look to the High- 
lands for sites for new enter- 
prises. 

There are to be three fac- 
tories on the industrial estate. 
The printing plant covers 
10,000 sq. ft. 


Typography book 


A new book on advertising 
typography is to be published 
shortly by Ernest Benn Ltd. The 
book—The Typography of Press 
Advertisement, by Kenneth Day— 
is the “essential desk book for 
all concerned with advertising 
presentation and publicity,” say 
the publishers. 


W. Astill Brown, chairman of Bir- 
mingham printers Drew & Hop- 
wood Lid., presents a gold watch 
to S. Newman, a member of the 
Drew & Hopwood staff who has 
been with the firm for 49 years. 
The presentation took place at the 
company’s centenary dinner. 

Although the firm is celebrating its 
centenary, it is claimed that the 
origin can be traced back to 1833. 
The present firm is the result of 
amalgamations at different times 
of Drew & Hopwood Ltd., Davis 
Lid. and Devonshire Brown Lid. 

At the centenary dinner, presenta- 
tions were made by the chairman 
to eight members of his staff who 
had exceeded 25 years’ service. 


New poster paper 
from Star Mills 


The Star Paper Mills Ltd. have 
produced a new blue-white shade 
of machine-glazed poster paper 
which they claim “gives all that 
the artist can ask, and provides 
for the printers a  fiuff-free, 
trouble-free paper that enables 
them to reproduce their originals 
with colour and tone values.” 

“The new paper,” say Star 
“has been perfected by 
advanced paper-making  tech- 
niques at our Yorkshire paper 
mills.” 


Customers’ help ‘has improved 
our Glockner presses’ 


Frank F. Pershke, governing 
director of Frank F. Pershke 
Ltd., speaking at a dinner to 
celebrate the installation of the 
1,000th Glockner automatic 
cylinder press, told representa- 
tives of many of the firms who 
were among the first to install 
the machine that he owed them 
a “special debt of gratitude.” 

“You were our first customers,” 
he said, “and J] am sure that my 
co-directors and staff will bear 
me out if I say that the proof of 
the pudding, as far as printing 
machines are concerned, lies in 
hard machine room use. . 

“However well a machine is 
designed, however carefully it is 
built, it all comes down in the 
end to the opinion of the man 
in the machine room after he has 
been working the machine for a 
year or so. 


“If you, our first customers, 
had come to us in 1952 or 1953 
and said: ‘The machine is not as 
good as it should be,’ we 
certainly would not be here to- 
night to celebrate the installation 
of the 1,000th machine. 

“We are all very pleased that 


you did net say that to us. In- 
stead, we were told that our 
Glockner was a good machine 
and that it was playing a very 
useful and profitable part in 
putting the printing industry back 
on its feet again after the war.” 

Some of the users, said Mr. 
Pershke, had been kind enough 
to suggest ways in which 
Glockner could be made still 
better. Many of these sugges- 
tions had been incorporated into 
the “machines now being pro- 
duced—Glockners which were in 
many ways very different from 
those the firm had been making 
“not so long ago.” 

G. Werkmeister, chief engineer 
of Frank F. Pershke, said: 
“When I look back to 1948 and 
the years following I feel like a 
proud father. 

_ “I have nursed my child in its 
infancy and I have done my best 
to prepare it for the hardships 
of life. Today, I can look at 
1,000 Glockner children with the 
satisfaction of a father who has 


brought up a healthy family, 
capable of earning its own 
living.” 


a | ADVERTISER'S WEEKLY 
—_ 
<< eee 

dm ane 

- 
a pF 
a 
Fe 
ae 


ADVERTISER’S WEEKLY 


I’VE A NOTION 

for promotion that 
captivates - 
fascinates - 
scintillates - 
ROTAIRates - 

Oh hang it! 


originates from the 


Miles Griffin Co. Ltd. 


4, Seaton Place 
Hampstead Road 
London, N.W.1 
EUSton 7411 
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A MAGISTRATE AT 34 


Tuat tradition of three-fold service 
—to the public, to his profession, and 
to his firm—which often marks the 


| good newspaper man is personified 


in J. Gwyndaf Jones, president of the 
Newspaper Society for 1956-57. He 


| has served on the Flint Town Council 


and was a magistrate at the age of 
34; he has been president of both 
the Cheshire 

and Derby- 

shire Federa- 

tion of Weekly 

Newspapers 

and of the 

Shropshire 

and North 

Wales News- 

paper Owners’ 

Association; 

and since he 

was appointed 

manager of the 

Chester 

Chronicle in 

March, 1935, 

he has seen 

J. Gwyndaf Jones _ the series saie 
grow from 


some 40,000 to about 50,000. 


Mr. Jones is a native of Caernar- 
vonshire, having been born at 
Waenfawr in the heart of Snowdonia. 
It was with the Caernarvon and 
Denbigh Herald that he _ entered 
journalism. 

After serving in the first world war 
journalism at the 
London University, he joined the 
Chester Chronicle in 1921. Two 


| years ago he became joint managing 
| director. 


Social kangaroo 


I WAS a little shaken the other 
evening at a very unusual cocktail 
party in Kensington, when, after 
two gins, a kangaroo (fortunately 
not pink!) munching a large apple. 
appeared before my bewildered eyes. 
Fortunately, my fellow guests, who 
incidentally included the whole of 
the Australian cricket team, regis- 
tered similar surprise. 

What was it all about? The party 
was given for the Australian 
cricketers by cricket fan Kenneth 
Wood, managing director of the 
Kenwood Manufacturing Co., Ltd., 
who had devised a series of new 
fruit and wine cocktails likely to 
appeal to the Australians and which 
were specially prepared in the 
various attachments of the Ken- 


wood Chef food mixer. The kan- 
garoo, apparently, was present to 
give an authentic Australian atmo- 
sphere. 


But all’s well that ends well. My 
confidence was finally restored 
when another guest—one_ Beverley 
Prowse, an Australian Beauty 
Queen—was presented at the party. 


* * * 


Back in this country for a few 
days is Odd Bragli, advertising direc- 
tor: of what is claimed to be the 
largest firm of manufacturing 
chemists in Norway. He has been 
meeting many friends, particularly 
at Hoover, where he was a student 
trainee in 1952. Unfortunately his 
studies* for the Diploma of the 
Advertising Association were inter- 
rupted because he could not get 
his labour permit extended. 

On returning to Norway he was 
with the Fabricius agency for a 
couple of years, handling the 
Hoover account. While in England 
he wrote one or two articles for 
this journal, and he now writes 
regularly for the two Norwegian 
advertising papers, Propaganda and 
Ide. He is not yet 27. 


Leon’s guest 


AN Italian with some very English- 
sounding hobbies has been mixing 
business with pleasure in London. 


Pietro Baragiola is a director of 
Leon Goodman Displays of Italy 
Ltd., and it was certainly a pleasure 
to join him as a guest of Leon 
Goodman and his wife at lunch. 
The talk was not about Italian dis- 
play techniques, but concerned the 
finer points of sailing and riding. 

Sgr. Baragiola is vice-president of 
the Sailing Club of Como and an 
active member of the Milan Fox 
Hunting Society. 

On the business side, he is a 
leading designer, with a particular 
interest in packaging, and he is 
a director of the Italian Association 
of Graphics. 


He has strong views on design. 
as this comment on his homeland 
indicates: “There are in Italy 
many positive values immensely 
superior to those of Gina Lollo- 
brigida and Sophia Loren.” 


Here is Lilian, the kangaroo, at Kenneth Wood's party with the Australian 


cricketers. 


(L. to r.) Keith Miller, Ken Mackay, Kenneth Wood, Alan 


Davidson, lan Johnson, Ron Archer, Gil Langley, Lilian and her owner, 


C. H. Trevisick, owner of the Ilfracombe Park Zoo, 
Jack Wilson, Colin McDonald 


Huntingdon, Neil Harvey, 


Richie Benaud, Jill 
and Ray 


Lindwall. 


25, 1956 


Arthur Sims, who retired recently 
after 51 years with George Newnes 
Lid., receives from director Stwart 
Mander (right) a cine camera and 
projector, gifts from the advertise- 
ment department staff. Before he 
retired he was assistant advertise- 
ment manager. 


* * * 


THe appointment of E. Rawdon 
Smith to the board of Editorial Ser- 
vices Lid. gives that company three 
directors who have held a number 
of important public relations posi- 
tions. 

The late Sir Basil Clarke, knighted 
for his services to the Coalition 
Government, founded Editorial Ser- 
vices in 1924. Its present managing 
director, Claude Simmonds, was the 
first director of public relations at 
the Board of Trade. 

Mr. Rawdon Smith was appointed 
by Lord Ashfield as the first PRO 
of London Transport. where he 
worked closely with Frank Pick. 
He left there to be the first PR 
director at BOAC. During the war 

was PR _ director at the 
Dominions Office and afterwards 
head of Empire division of Mol. 

A co-director with Mr. Simmons 
and Mr. Rawdon Smith is Sir Ken- 
neth Grubb, war-time Controller of 
Overseas Publicity at the Ministry 
of Information. Sir Kenneth is 
president of the Church Missionary 
Society and a member of the 
Church Information Board—of 
which, incidentally, Claude Simmons 
is vice-chairman. 


* * * 


FROM Alan Betts I jearn that 
the project for an Advertising 
Motor Club has now reached the 
point at which it is felt that the 
Club should have its own badge, 
which could be used for printed 
material, cars, and so on. 

A prize of five guineas is offered 
for a design for this badge. 


CONTACT 


“He’s so strictly U, old boy, 
he puts his spats on when- 
ever he sells space.” 
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At home in any company 


The ability to be selective in the choice of words and sensitive to a tone of voice 
is as valuable an asset of good social behaviour as of successful advertising. 

To be at ease in any company requires a proper appreciation of 

the significance of a particular situation. 
So with advertising. The versatility that enables an agency to handle with 
competence the appropriate advertising of the products from a wide range of 
companies is bred only of a proper understanding of a number of individual 
problems. Such understanding is found at Samson Clarks, acquired through a 
long association with many companies they have been privileged to serve in Britain 


and Britain’s markets overseas. 


* This is the company Samson Clarks keep. 
The manufacturers of world-famous products, purveyors of 
unusual materials, suppliers of everyday services, creators 
of brilliant ideas. The designers of intercontinental jet-liners, 

the builders of infant carriages. The importers of wines, 

the marketers of petroleum products. The arbiters of fashion, 

the vendors of haberdashery. The producers of vestas and 

refrigerators, of furs and photographic materials. 

Structural engineers and precision instrument makers .. . . 

The list goes on and on but there is capacity for more. 


Samson Clarks : Advertising 


Samson Clark and Company Limited : Incorporated Practitioners in Advertising 
57-61 Mortimer Street, London, W.1 

MUSeum 5050 : Unsullied, Wesdo, London 

Financial Advertising Division, 39 King Street, Cheapside, E.C.2 
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New electrical 


journal rates 


Electrical Energy is the title of 
a new monthly journal to be pub- 
lished by Morgan Brothers (Pub- 
lishers) Ltd. The first issue is dated 
September 1956 and has a guaran- 
teed distribution of 10,000 copies. 
Advertisement rates for single in- 
Sertions are: full page, £45; half- 
page, £24; quarter-page, £13; addi- 
tional colour £15 extra. 

* * * 

A Homes and Gardens brochure 
gives the July-December 1955 sale 
as 167,121, the readership as 
1,260,000, and the advertisement 
pages for 1955 as 1,306, compared 
with 492 in 1948. Among other 
information provided is that 44 per 
cent of women readers of the 
journal are in the A-B classes. 
Whole-page rate is given as £250. 

* * * 


An eight-page Daily Mail promo- 
tion piece reproduces seven whole 
Page advertisements for Legal & 
General, Gor-Ray, Walpamur, Play- 
tex, National Benzole, Prudential, 
and Daks. 
* * 


* 

The net sale of Panorama- 
Katholieke Illustratie for Holland 
has increased to over 450,000 copies. 
This is by paid subscription only, as 
it is not available on the bookstalls. 
Advertisement rates have been in- 
creased. Full-page single insertion 
is now 5,120 Dutch florins, against 
4,480 ew 


InIreland... 


the Top of the Market 


The first (May) issue of Floors, 
a new ge which is being pub- 
lished for the time being in con- 
junction with Building Materials, by 
Leonard Hill Ltd., is now available. 
Advertisement rates are: full page, 
single insertion £50; half-page 5) 
* * * 

The May issue of Design is 
a special issue recording the open- 
ing of the Design Centre in Hay- 
market, London, by The Duke 
of Edinburgh. Of 96 pages, it is 
the largest monthly issue so far 
published. It contains over 50 
pages of advertising, which is also 
a record. 


* + * 

A folder despatched to advertisers 
and agents throughout the country 
shows that the audited net sale of 
Home Notes for the period July- 
December 1955 represented an in- 
crease of 9,229 over the previous 
audit period. The folder also con- 
tains an assessment of Home Notes 
based on readership ‘figures from the 
Hulton Survey, 1955. 

* * 

Daily sales of the Daily Sketch 
increased from 1,060,948 in January 
to 1,136,000 in April. 

* + * 

Results of the second year’s £500 
Specimen Fish Contest run by 
Angling Times appeared in last 
week's issue. 

* * * 

A George Newnes folder sent to 
advertisers and agents throughout 
the country gives details of the 1957 
Country Life Annual. It will be 
ready this November. 


read THE IRISH TIMES 


London Office: 59, Fleet St., E.C.4 


—the Top of the Mornings 


MEMBER OF AUDIT BUREAU CIRCULATION 
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Front cover of the June issue of 

She, which will contain a feature 

on seaside holiday clothes. Also in 

this issue will be a feature on 

William Holden, whose portrait is 
on the cover. 


t * x 

With the co-operation of the 
Manchester Guardian, the Dutch 
paper, Algemeen Handelsblad, has 
introduced the Guardian's “Careers” 
idea into Holland. For a month 
each day except Saturdays it has 
published advertisements in which 
various industries explain to schools 
and universities the opportunities 
which they offer for making a 
career. 

* * . 

In a special bridal issue of Woman 
next week will be a seven-page wed- 
ding feature. With the feature will 
be four pattern offers. Strong press 
advertising. including a whole page 
in the Daily Mirror, will support 
this issue. 


Response measured 


Four folders issued to advertisers 
by Ideal Home claim that keyed 
ads give an accurately measured 
response to the advertiser—and 
that keyed ads in Ideal Home pay 
off. Figures quoted in the folders 
for 1951-55 show that the num- 
ber of different advertisers who 
keyed their ads in the magazine 
increased by 162 per cent (from 207 
to 543), and the number of keyed 
insertions by 128 per cent (from 
861 to 1.965). In the same period, 
pages of advertising went up by 
166 per cent (from 5354 in 1951 to 
1.4274 in 1955) and circulation was 
more than doubled. 


* * * 

For the fourth year in succession 
sportsmen and sportswomen will 
compete in eight different sports at 
the Daily Mirror “Cavalcade of 
Sport 1956” at the White City 
Stadium, on Wednesday at 7.30 p.m. 
The Duke of Edinburgh will be 
present. Entire proceeds of the 
evening will be given to the St. John 
Ambulance Brigade and the British 
Olympic Appeals Committee. 

* * * 

Formerly published about the 
1Sth of the month and dated for 
the following month, Hit Parade 
will in future appear on the first 
day of the month for which it is 
dated. The first issue affected will 
be that dated June. 


* * * 


The June issue of Art & Industry 
contains articles on “Selling by 


Supermarket” and “Selling Time on 
Commercial TV 


May 25, 1956 


We Hear 


The printing of their resort holi- 
day guides for 1957 will cost East- 
bourne £5,177, Southend £2,681, 
Worthing £2,140, and Bridlington 
£1,252. 

* * 7 


When the 1956 Morecambe 
National Car Rally, the tenth in the 
series run by the Lancashire Auto- 
mobile Club, took place recently, 
it was organised in association with 
the Daily Mirror. There were nearly 
300 competitors. Ted Fenna, 
Northern editor of the Daily 
Mirror, assisted at the prize-giving 
by the Mayoress of Morecambe. 


* * * 


Over 40 press representatives 
recently visited the Sidcup, Kent, 
factory of Richard Klinger Ltd. 
One party attended the opening of 
the factory's new wing by Mr. 
Reginald Maudling, Minister of 
Supply, and with the firm’s 200 
guests they sat down to a cham- 
pagne luncheon. Press _ relations 
were handled by Hugh Samson & 
Co. 


First ad supplement 


About the beginning of July the 
Scott's Hobbies Club will publish 
the first of the advertising supple- 
ments to their publications. Initially 
it will go to 1,500 members in all 
parts of the world. Rates: front 
and back page, £2 10s. each; second 


page, £1 7s. 6d.; third page, upper, 
£1 7s. 6d., lower, 17s. 6d. 
* * 


Manchester Corporation estimates 
that £2,000 a year can be saved by 
reducing the length of its official 
advertisements. 

* . ” 


Model Housekeeping have ap- 
pointed H. V. Gould as their adver- 
tisement representative. The monthly 
is published by Grafton Publica- 
tions, and has a net circulation of 
18,097 copies. 

*, * * 


The Rochdale Observer has ap- 
proached Rochdale Town Council 
about recent increases in, advertise- 
ment rates and promised that “as a 
contribution towards local govern- 
ment economy” it will not increase 
its rate for Corporation advertising. 


Contract extended 


Contract between Southend Cor- 
poration and Cowan Ad-Service 
Ltd., for advertising rights on 
transport vehicles has “opcraied in 
a satisfactory manner” for the past 
five years, and will be extended for 
a further year next September. 


* * * 


Shropshire County Council has 
told local authorities that if they 
prefer to instal litter-vins bearing 
advertisements to having streets 
strewn with litter, it will raise no 
planning difficulties. 


* * * 


An Associated Irish Newspapers 
promotion folder claims that the 
electrification of rural Ireland is 
creating a vast new market for 
advertisers. 


* *. * 


Reports that a firm of advertising 
agents has obtained sole rights for 
the erection of advertising hoardings 
on the banks of the Suez Canal have 
been denied by the Suez Canal Co. 
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ADVERTISER'S WEEKLY 


The new technical journal for 
professional electrical 
engineers 
engaged 

in Research 
Development 
& Production 


GUARANTEED 
DISTRIBUTION 


10,000 Copies 


First Issue: 
SEPTEMBER 1956 


Copy Date: AUGUST 10 
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Edited by H. G. Foster, M.Sc., M.I.E.E. 


A SISTER JOURNAL AND ELECTRICAL EQUIVALENT OF 
ELECTRONIC ENGINEERING 


Published monthly by Morgan Brothers (Publishers) Limited. 


Proprietors of The Engineer and Electronic Engineering 


Advertisement rates from: M. M. Hudson, Advertisement Manager. 


ELECTRICAL ENERGY, 28 ESSEX STREET, STRAND, LONDON, W.C.2. 


Phone CENtral 6565 
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INSTANT PUDDING | 
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HOW ARD 


PNEUMATIC ENGINEERING 


to reach makers of preserves, 
pickles, milk products, soups, 
sauces, etc. 


FOOD MANUFACTURE 


Stratford House, 
9, Eden St., London, N.W.|1 


L 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


aint 


anufacture 


aramount 


edium 


for advertising to 
the Surface Coating 
Industry 


Largest world sale to the 
manufacturers of paints 
and related products. 


Publishers: 
LEONARD HILL LIMITED 
Stratford House, 

9 Eden Street, 
London, N.W.|! 


Brown and Polson's new one-minute Instant Pudding is to be supported 

by national advertising starting next month and point- -of- sale displays. 

Media to be used inc lude ‘ ‘Dail) Express,” ‘Daily Mirror. “Daily Herald, 

“Radio Times,” “Woman,” “Woman's Own” and “Woman's Weekly.’ 
Agents are Masius & Fergusson Ltd. 


Hoover price 
reduction 


The Hoover steam-or-dry iron, 
which was introduced just over two 
years ago, was reduced tn price last 

ee Tuesday from 122s. to 95s. The 
reduction was achieved, stated § 


. 


| sworo-eove 


. yb ving - ; 
epee Roberts managing director of 
¥, we Hoover Lid. by various economies 
based on the production and mar- 

4 keting knowledge of the past two 


years and partly by making a ca!cu- 
uted forecast that there wou'd be 
increased turnover as a result of the 
lower price 


To announce this reduction to the 
public an advertising campaign was 
launched, using national dailies. 
Sundays. provincial papers and 
Radio Times The agents are 
Clifford Bloxham and Partners Ltd. 


Foot ointment ads 


Simpson's foot ointment. distri- 
This counter’ display stand for buted by Walter Crowe Ltd., is to 
Wilkinson sword-edge razor blades be extensively advertised this year 
holds six dispensers at the front from May to August. Media in- 
and six at the back, so that blades clude Daily Herald, Daily Sketch, 


e 


can be served from either side. It News Chronicle. Empire News, 

can also be used as a window dis- News of the World, People and 

play. Agents are George Cuming trade press. Agents are Erwoods 
Ltd. Ltd. 


May 25, 1956 


Gillette spend 
£100,000 


Advertisements now appearing 
in the trade press for the Gil- 
lette “Rocket” Set give details 
of how much is to be spent this 
summer on advertising the pro- 
duct. The total is £100,000. 
This breaks down into £59,918 
on the press; £20,030 on TV; 
and £20,052 on posters, etc. 
Agents are W. S. Crawford, Ltd. 


Colour pages used 


for new shampoo 


Full-colour and black-and-white 
pages and half-pages will be used 
in Woman, Woman's Own, Dail) 
Express and Daily Mirror to launch 
Harmony Colour Shampoo, a new 
product made by Pepsodent (Sales) 
Lid. The shampoo is to be launched 
next Thursday. Agents are Lintas 
Ltd. 


Ribena 
fights 
fatigue! 


THE Mt ACRE RRANT 
viramin € 
PALIN ORINK 


Suitable for use as a window or 
counter display, this new Ribena, 
three-dimensional display is made in 
strong, collapsible cardboard, and 
holds a bottle of Ribena in the tilted 
base. It is printed in three colours. 


Rose’s orange squash 


A new orange squash is to be 
introduced by L. Rose and Co. Lid 
Advertising includes half-pages and 
13 inch by five column spaces in 
national dailies and Sundays. Provin- 
cials and the trade press will also be 
used. Agents are J. Walter Thomp- 
son Co. Ltd. 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts Campaigns 


SOUTHERN GAS BOARD fo: BROWN & POLSON LTD., using 
W. H. Gollings & Associates siational dailies. Radio Times ana 
Lid., from August 1. women's mdsaziness fer aes 

CITY OF EDINBURGH for W. A. Instant Pudding. (hasion . & 
Woolward & C yt Fergusson Ltd.) 

AUSTRALIAN s0VERNMENT sayy io 
(food and wine boards), for “LAN GAY LTD., using half-pages 
PLAN (International) Ltd. in Irish daily and Sunday 

SPARKLETTS (syphon advertising). papers for California Cottons. 
for S. C. Peacock Ltd. (O’Keeffe’s = Advertising —__ Ltd... 

E. GROPPER & CO. LTD. Dublin.) 

Vampir Space Heaters, for Ben- SUNBEAM WOLSEY LTD., using 


nett Williams (Advertising) Ltd Irish national and ~ provincial 
SPEEDWELL POSTAL SERVICE press, and magazines for Sun- 
has ceased to be handled by Ben- beam Nylons, men’s underwear 
nett Williams (Advertising) Ltd. and children’s socks. (O’Keeffe’s 


BAYER PRODUCTS LTD., for Advertising Ltd.) 


Janus Lid., Dublin. HOOVER LTD., using national 
MAZAWATTEE TEA, for Graham dailies, Sundays, provincials and 
& Gillies Ltd. Radio Times for steam-or-dry 


iron. (Clifford Bloxham & Part- 
ners Ltd.) 


SIMPSON’S FOOT OINTMENT, 
using national dailies, Sundays 
and trade press. (Erwoods Ltd.) 


PEPSODENT (SALES) LTD., using 
Daily Express, Daily Mirror, 
Woman and Woman's Own for 
Harmony Colour Shampoo. (Lin- 
tas Ltd.) 


CREAMOLA FOOD PRODUCTS 
LTD., using large spaces in 
national dailies, Scottish papers. 
women’s weeklies and trade press 

for Creamola Custard. (Townend- 
Smith & Hardy Lid.) 


L. ROSE & CO. LTD. using 
national dailies and Sundays, some 
provincials and trade press for 
new orange squash. (J. Walter 
Thompson Co. Ltd.) 
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The latest addition to the Passap Handknitting Machine transport fleet is 


this new Ford van. 


It is painted in red and white with black lettering. 


Baghdad office for British agency 


Bidgood Larsson Advertising 
Agency, claimed to be the first 
British-owned and operated agency 
in Baghdad, have now opened 
their head office in Baghdad, Iraq. 


The agency is an independent 
subsidiary of the established trad- 
ing and merchanting firm of 
Bidgood Larsson (Iraq) Ltd., 
which in turn 
is owned by 
the United 
Kingdom 
company, 
Bidgood 
Larsson Ltd., 
Leeds. Resi- 
dent manager 
of the Bid- 
good Middle 
Eastern or- 
ganisation is 
Stuart Kerr, 
who recently 
moved from 
G rleenlys 
Ltd. where he was in control of 
the export division. He has also 


MY STORY 


MAGAZINE 


Stuar; Kerr 


The front cover of the second issue 
of “My Story.” On the cover is 
Robert Wagner, and inside are 
details of his private life. Features 
include news of TV stars. 


worked as overseas manager for 
G. S. Royds Ltd. 
“The Middle East,” says Mr. 


Kerr, “ has a tremendous future, | 


offering exceptional opportunities 
for international development in 
every sphere of commerce. Rapid 

ogress is already being made, 
ut correctly controlled and ap- 


plied marketing procedure is — 


absolutely essential.” 


Seottish farmers 


want meat drive 


Border farmers are to invite 
the headquarters of the National 


Union of Farmers of Scotland to | 


sponsor an advertising campaign 


to boost the sale of home-pro- | 


duced meat. 
West 


home producers were to be safe- 
guarded against increasing im- 
ports, the attention of the British 
consumer had to be drawn to the 
high quality of the meat pro- 
duced in this country. 

Reference was 


widespread publicity in this 


country on behalf of Australian | 


mutton, and it was said that it 
was imperative that something be 


done to stimulate interest in our | 


own beef, mutton and pork. 


This could be accomplished | 
with the launching of a national | 


advertising campaign which 
might be financed by a levy on 
all livestock products passing 
through the fat and store stock 
markets. 


ABC TY’s network 


A population of 20 million 
will be covered by ABC Tele- 
vision Ltd.'s week-end  pro- 
grammes when the Yorkshire 
transmitter, due to be opened in 
October, completes their Mid- 
lands-Lancashire-Yorkshire __ net- 
work. At the moment, they say, 
the Birmingham and Manchester 
stations reach a population of 14 
million. 


Berwick branch have | 
agreed that if the interests of the | 


made to the | 


ADVERTISER'S WEEKLY 
ADVERTISER’S LIBRARY 


Notable additions 


Colour in Advertising By Ernest Biggs, F.1.P.A. 
Past-President of the Advertising Creative Circle. 
With 136 illustrations in colour. 
A concise and clear examination of essentials with an analysis 
of the excellent examples illustrated. 


10 6} inches Cloth 42s. 


Drawing for Advertising By Eric Hobbs, M.s.1.4. 
Profusely illustrated in monochrome and colour. 
well-known 


The art director of a 


agency considers the 
requirements for successful advertising illustration, 


10 7} inches 265. 


Pattern and Texture : 
J. A. Dunkin Wedd. 
Something more than a source book, it analyses problems, 


clarifies relevant principles, illustrates and describes avenues 
of research and experiment. 


sources of design 8; 


10 7} inches 255. 


Backgrounds to Living By Roy Grubb 

Everyday things form part of the advertiser’s armoury. 
Mr. Grubb uses them exquisitely in advertising art and here 
reveals his technique. 


6} gh inches 5. 
Package Design By Milner Gray, R.D.1., P.P.S.1.A. 
A ‘* How to Do It’ book on packaging in all its aspects. 

10% 7} inches 265. 
Window Display By Natasha Kroll, F.s.1.4. 
The technique of successful display explained. 


10 74 inches 18s. 


Conté By Cedric Dawe 


Of all the black and white media Conté is one of the richest 
in tonal and textural quality. Cedric Dawe, one of the 
most versatile exponents demonstrates its possibilities. 


10 X 74 inches 
Coming in September 
Modern Publicity : 26th Annual issue 
Edited by Frank A. Mercer, Hon. F.S.1.A. 


illustrations in 


18s. 


850 monochrome, 120 in colours. 


The 2¢th issue is already out-of-print. Order early. 


1149 inches Cloth 42s. 


Standing Order 
Art and Industry 


The independent journal of industrial design, keeps you up 
to date on new ideas and developments in the visual appeal 
of product, packaging and _ publicity. 


{nnual subscription 36s. post free. 
Monthly 3s. 3d. including postage. 


A complete list of Studio books for 


advertisers is obtainable on request. 


THE STUDIO LIMITED 
66 Chandos Place, London, W.C.2 
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WIDER SCOPE 


for a lively-minded 


VISUALISER- 
LAYOUT MAN 


A good man who’s tired of mono- 


tony can find plenty of scope 


and variety with Export Adver- 


tising Service. But he’s got to be 


good. It’s a challenging job, 


volving a whole host. of big-name 


products and export markets—it’s 


a worthwhile job, too, from the 


national point of view as well as 


the visualiser’s. Men of ability 


and enthusiasm are invited to 


write, giving details of age and 


Agency experience, to the Art 


Director:— 


EXPORT ADVERTISING SERVICE LIMITED 
22, Old Bond Street, London, W.1. 


Specialists in Overseas Advertising 


May 25, 1956 


“CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s, per line, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 64. per line, 40s. per display panel inch. All other 


| classifications, 4s. 6d. per lime, 50s. per display panel inch. Minimum, 3 lines. Bex 


| No, eharge, one line plus Is. covering postage 


. ete. Series rates on application : all 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,”’ 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). 


PENTAGON WANT 


@ More Lettering Artists 


e@ More Retouchers 


RING INGLES OR GLADWIN 
PENTAGON DESIGN SERVICES LTD- GER 6721 


@ Only good ones, of course. 


EXPERIENCED LAYOUT MAN (not 


over 35) for progressive position in 
Publicity Studio ef George Newnes 
Ltd. Capable of speedy visuals for 


National Press Campaigns and other 
media promoting a wide range of 


famous periodicals. Sound knowledge 


YOUNG Man or Woman required with 
some production experience Good 
opportunity in small, busy agency for 
— versatile person. Ring GRO 

541 

SHORTHAND.-TYPIST required for in- 

teresting work in West End office of 


of typography Pension Scheme old-established and well-known Com- 
Existing holiday arrangements given pany The work involves shorthand 
full consideration. Replies in  confi- and typing in the Public Relations 


dence, 
salary required 


Stating age, experience and 
to Publicity Produc- 
tion Manager, George Newnes Ltd., 
Tower House, Southampton Street, 
Strand, London, W.C.2 


Department ; applicants should be 
accurate and adaptable. Modern office 
building, lunch vouchers. 5-day week 
Write, stating salary required, to 

Box 3667 Ad. Weekly 180 Fleet St EC4 


LAYOUT /GENERAL 
ARTISTS 


A rapidly expanding agency is always prepared 
to hear from experienced young artists who seek 
the opportunity to work on important national 
accounts. 


They must be capable of producing finished 
roughs from visuals with the ability to tackle some 
finished work when required (not necessarily 
figure). 


Knowledge of typography an advantage. 


The position offers full scope, good prospects 
and a generous salary. 


Profit-sharing and bonus schemes. 
Holidays this year by arrangement. 


Write for interview stating previous experience, 
etc., to:— 


Art Director, 
Arthur S. Dixon Limited, 
229, High Holborn, W.C.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS | 
PS _aPontwents vacant 


NO canteen, games room, 
or rest room. 
NO free insurance, 
free lunches. 


NO sports fields, sickbay 
or nursing. 


NOTHING but a 
VERY GOOD SALARY 


Artists to 
VERY GOOD ARTISTS 


NO beginners, please. 

Write or ‘phone:— ART DIRECTOR 

HAWKE STUDIOS LTD - 22 CHENIES ST - W.C.1 
"phone: MUSeum 7441 or 1181 


Lettering 


You there! 


No, not you, Mr. Average-to-good  - 
Copywriter ; 


nor you, Mr. Run-of-the-mill Designer— 


FULLY EXPERIENCED, newspaper- 
trained, advertisement representative 
required for County Weekly in South 
Write age, full details previous posi- 
tions and if current driving licence 
held 
Box 3674 Ad. Weekly 180 Fleet St BC4 


SECRETARY to Advertisement Man- 


PERSONAL SECRETARY required by 
Managing Director of well-known 
Agency in est End. Very good 
shorthand-typing and experience in 
Advertising essential. Write, stating 
age and experience, to 
Box 3526 Ad. Weekly 180 Plect St EC4 


ASSISTANT to Advertising Manager re- 


YOU! 


ager of weekly entertainment news- quired for Publicity Department of 
paper. Knowledge of classified adver- Stourbridge Kitchenware Manufac- | 
tising helpful but not essential. Five- turer. Previous experience in Adver- | 
Write, stating age, salary, tising essential. Apply, stating age and 
experience, to Taylor Law & Co. 
Rufford Road, Stourbridge. 


If you're a really first-class 


day week 
etc., to 
Box 3684 Ad. Weekly 180 Fleet St EC4 Ltd., 


Copywriter or Designer 


(and please be objective about it) 
CRC want you—and offer you 
the kind of salary you expect, 


good working conditions, and 


TYPOGRAPHERS 


C:‘R'C 
want you 


Write first to the Secretary, 
Cc. R. CASSON LIMITED, 
6 ALDFORD STREET, W.1 


Pritchard, Wood & Partners 
have a further vacancy 
in their Typography Department 
for a young man 
with agency experience. 
Please write stating age, 
experience and salary required 
to H. C. Caffin. 


PRITCHARD, WOOD & PARTNERS LTD. 
25 SAVILE ROW, LONDON, W.1 


F. C, 


a 
qf — 
ee | Po 
| ee 
Se 
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| a good deal of creative freedom. 
te 
Phone your classifieds to WAT 3388 (Ex. 25) 
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May 25, 1956 


“CLASSIFIED ADVERTISEMENTS 


5 day 


holiday. 


etc., to:— 


Widows’ 


LINTAS 


is seeking the 
services of a 
figure retouching 


artist of 


exceptional 


ability 


The successful applicant will be capable 
of undertaking all forms of retouching 
work in colour and black-and-white, 
with particular ability in the field of 
figure retouching. 


We see him as a senior member of a 
congenial studio team, working under 
pleasant conditions. Canteen facilities. 
week. Superannuation and 
Pension Scheme. 3 weeks’ 


Write for interview stating previous experience 


General Art Manager, 


*  Lintas Limited, 
Hesketh House, Portman Square, 


London, W.1. 


APPOINTMENTS VACANT 
EXECUTIVE 


required for 


PARIS OFFICE 


A well established English Company in the media field is 
opening a Paris Office and has a vacancy for a manager. 
Age group 30-40, experienced in advertising, knowledge 
of French National Advertising, good administrator, 
French National and fluent English. Prior to opening 
office, a month’s training will be given in England. 


Applications should be made to 
Box 3661 
Advertiser's Weekly 180 Fleet Street EC4 


ASSISTANT (male), aged 25-35, resident GIRL, 18-21, required in Publicity De- 
Greater London, required in Adver- partment for general office duties 
tising Department of important Tyre including typing (shorthand useful but 
Manufacturer Some writing talent not essential). Superannuation Scheme 
essential and experience in agency or Address application, in writing only 
advertising department desirable. The to The Secretary (D.P.), International 
work involves some travelling and the Wool Secretariat, 18-20 Regent Street 
responsibilities will include editing of London, S.W.1 


a Trade bulletin. Prospects depend on | PHARMACEUTICAL COMPANY in 
aptitude. Salary £700-£775, according South London requires Layout Artists 


to qualifications. Please write, stating 
age and experience 
Box 3651 Ad. Weekly 180 Fleet St EC4 
PASTE UP ARTIST required by Printers 
in the London area. Good oppor- 
tunity for young man or woman 
Write, stating age, experience and 
salary required, Box A. 815, c/o 
Central News Ltd., 43 London Wail, 
EC2 


| DISPLAY MAN. Must be willing to 


Contemporary style of work essential 
Production Assistant also required 
Keen juniors, male or female, con- 
sidered for these posts. Write 
Box 3680 Ad. Weekly 180 Fleet St EC 4 
PRODUCTION MAN required to 
handle mechanical production § on 
national and technical accounts A 
detailed knowledge of blockmakine 
and typesetting requirements and a 


good control of production schedules 
travel anywhere in England. Experi- are essential for this responsible post 
ence in contemporary furnishing de- Write, in first instance, stating age 
sirable Apply to Sales Manager. and previous agency experience, to 
Leisure Kitchen Equipment Ltd., 149 Godbolds Limited, General : roe 


Regent Street, London 99 Aldwych, London, W.C 


CHARLES W. HOBSON LTD. 


have vacancies for 


1. Secretary to an account 


executive 


2. Copy typist for media 
department 


Five day week. Luncheon vouchers. 
Holiday can be arranged. 
Please telephone to Miss Thorp 


at LANGHAM 1066. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS | 


SWEARS & WELLS 
ADVERTISING | ARTISTS 


DEPARTMENT EAST AFRICAN ADVERTISING CONTRACTORS, LIMITED Lettering 


requires secretary shorthand typist. require an , 
he peg a man with general know- Retouching 
ledge of advertising procedure to | 
work in pleasant surroundings in ACCOUNT EXECUTIVE & General 
a Headquarters Building. Good 
wnat Pang prospects. Canteen. No This position offers an excellent opportunity - a young and Required by Advertising or- 
Write full details of previous experience energetic man with sound agency experience as visualiser/copywriter. Ae 
to: . « The successful applicant will be eligible to join the company’s pension eerie Good salary to 
Advertising Manager and medical fund, and will be granted three months’ leave with full experienced Artists. 
SWEARS w . 7 pay in the fifth year of service. Commencing salary is according to : 0968 « 
ok hie | experience and Free Passage to Nairobi will be provided. Interview Tel.: TER 9 for appoint 
44, Edgware Road London: W.2 will be arranged with our London Office, but in first instance write ment. 
F . tetas by Air Mail giving details of age, experience, marital status, with 
specimens of work by Air Mail parcel post, to : 
DISPLAY VACANCIES occur at ACCOUNTS EXECUTIVE. § All-round 
Garret & Co. Ltd Departmenta! Manager, P.O. Box 2266, NAIROBI, Kenya Colony. practical experience and willingness to 
Store, Woolwich, for Windowdressers be ‘' maid-of-all-work."’ Small agency 


with all-round experience in modern ame - . - sa Delightful clients. Write, with full de- 
Display Apply Display Manager ARTIST /DESIGNER required for PARKE, DAVIS & COMPANY, tails, including salary required, 


(WOOiwich 0075.) prominent packaging firm in North- LIMITED, invite applications for the Box 3677 Ad. Weekly 180 Fleet St EC4 
East London. Excellent opportunity position of Production Assistant in 

in progressive Studio for young man their Advertising and Promotion De- 
capable of preparing roughs and partment to handle the production of 

| finished drawings for reproduction by catalogues, leaflets and periodical 

ROYAL COLLEGE OF ART | Letterpress, Photo-Litho and Photo- publications for home and export YOUNG LADY 
gravure processes Pleasant working markets Some knowledge of design, 
‘ conditions. Canteen Five-day week briefing for art work, ordering of 

School of Graph'c Design Apply, stating age, experience and blocks and buying of print essential required for 


salary required, to 5-day week. Generous pension plan 
, —" J ; Staff rest t. Write with full details 
Applications are invited for the Box 3417 Ad. Weekly 180 Plost St BCA oer Po Se eee 


, ; of age and experience to Personne! | 
post of part-time Tutor in typo- , as : oP Manager, Parke, Davis & Company, | 
graphic design for 2 days per PUBLICITY ASSISTANT (early 20's) Limited, Staines Road, Hounslow. | 
for busy department of large engineer- Middlesex 
week, on the scale £250 x £20 ing group in Cheshire Must have WORK 
to £632.10.0 p.a. Pension previous advertising experience and ae oe ARTIST TYPOGRAPHER, 
ability to produce ideas, layouts and with wide knowledge modern faces, . 
copbulbin ten tee eae lettering for catalogues, leaflets and for London, W.1 Agency. Must be | capable of layout lettering 
iT - . » . . : : 
journal advertising. Good knowledge quick thinker, capable preparing slick n ion , 
trar, Royal College of Art, of typography essential Permanent roughs and finished layouts, and and some illustrat Apply 


i position, superannuation, canteen critically appreciative of initial re- i 
~“mNaui to be facilities Please apply to the Per- quirements and work at all stages of | Hall Telephone A Ltd. 


sonnel Officer, George Richard's & production. Salary £800 p.a. upwards 25, Nutford Place W.l 
Company, Limited, Broadheath, ’ ’ London oBe 


depending experience 
Altrincham. Box 3683 Ad. Weekly 180 Fleet St EC4 


we. Th es Coe 


An opportunity 


Well known firm of trade journal CREATIVE TYPE AS 
publishers requires an TV 


ADVERTISEMENT : 
MANAGER Assistant Producer 


ib 
ba 
r 
j 


=. ee 


Are you in the Copy or Art Department of 

a major agency? Do you combine creative 
experience with administrative ability? Do you 
experienced in the field would be preferred, but think you can shape and eventually supervise the 
production of filmed commercials? Are you 
consideration will be given to others who have under 30? Then write, giving full details of 
experience and salary required, to :— 


for leading motor trade monthly. A man 


first-class sales records. Applications will be 


treated in the strictest confidence, and should T.V. PRODUCER 


McCANN-ERICKSON 
ADVERTISING LTD., 
Brettenham House, Lancaster Place, London, W.C.2 


give brief details of career and present salary, 


and should be addressed to : 


Box 3663 
Advertiser’s Weekly 180 Fieet Street EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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APPOINTMENTS VACANT 


D. Napier & Son, Ltd. 


Acton 


Technical Publications 
Department 


A large engineering group produc- 
ing a wide range of instructional, 
sales, publicity and prestige publi- 
cations on internal combustion 
engines and mechanical and elec- 
trical products requires following 
staff : 


TECHNICAL AUTHORS and 
ARTISTS (Grade 1). Starting 


Authors with sufficient ex- 
perience and skill to plan, write 
and (drawing on _ supporting 
specialists) produce above publi- 
cations. Technical knowledge and 
practical engineering experience 
essential. 


Artists able to prepare from 
orthographic drawings fully sec- 
tioned perspectives of complete 
engines, locomotives, test houses, 
marine craft, etc. Should have 
knowledge of different mediums 
and reproduction process. Air- 
brush ability an asset. 


LAYOUT ARTIST/TYPO- 
GRAPHER. _ Starting £700- 


Creative ability to design and 
produce mock-ups for brochures, 
leaflets, etc., and translate into 
practical printing. Accurate 
casting-off expected. 


TECHNICAL AUTHORS and 
ARTISTS (Grade 2). Starting 
£13-£15 per week. 


Technical knowledge and prac- 
tical engineering experience and 
two or more years writing and 
preparing material for publica- 
tions. 


Four or more years’ experience 
drawing diagrams, mechanisms, 
and sections in perspective, to 
reproduction standard from blue- 


prints. Wash or air-brush an 
asset. 
AUTHOR/JOURNALIST. 


Starting at £12-£14 per week. 


Young man with knowledge of 
engineering activities and ability 
to write interesting articles for 
press or house magazine use. 


GENERAL ARTIST. 
£12-£14 per week. 


Lettering, line diagrams, page 
layouts, and general commercial 
artwork supporting technical pub- 
lications. Display experience and 
or knowledge of mechanics an 
advantage. 


Starting 


RETOUCHER/AIR-BRUSH. 


Interested in discussing possi- 
bility of employment with any 
competent retoucher or air-brush 
specialist. 


Applicants should write to 


DEPT. C.P.S., 
336/7, STRAND, W.C.2 
quoting Ref. 309A 


CLASSIFIED ADVERTISEMENTS | 


| APPOINTMENTS VACANT 


| LETTERING 
| ARTIST 


Good salary to first class man - holiday this year 


| write phone or call 


Studio Seven Ltd., Kingsbourne House, High Holborn, W.C.1 
HOLborn 9357-8 


ASTRAL ARTS GROUP 
REQUIRE 


e 
SALES REPRESENTATIVE 


An opportunity for a _ creative 
salesman to sell a complete Sales 
Promotion Service. Must have 
experience of selling to national 
advertisers with a knowledge of art, 
photography, printing and display. 


® 
ART REPRESENTATIVE 


To contact Advertising Agencies 
representing a group of leading 
artists, backed by Studio and 
Photographic services. 


Please apply in writing to: 


THE DIRECTORS, 
ASTRAL ARTS GROUP LTD 
171, New Bond Street, 


GROsvenor 8711 (10 lines) 


ARTIST 


required for leading Pharma- 
ceutical Company at their Head 
Office in Folkestone to assist in 
Studio on general art prepara- 
tion of packaging and display 
work. 

The successful applicant will be 
under 35 and have a good know- 
ledge of lettering and layout. 
The position, which offers con- 
siderable scope for initiative 
and advancement, is permanent 
and a non-contributive Pension 
Scheme is in operation. 
Previous applicants need not 
re-apply. 

Applicants should apply in 
writing, giving age, details of 
previous experience etc., to 
Personnel Officer, 137/139, 
Sandgate Road, Folkestone 
and quoting reference FE/A/I. 


PACKAGING DESIGNER to work in 


senior capacity, must be capable of 
handling original creative packaging 
design work, allied to practical know- 
ledge of printing and production. No 
Saturdays. Pleasant working condi- 


tions. 
Box 3548 Ad. Weekly 180 Fleet St EC4 


TWO General Artists urgently required 
by manufacturing firm in Essex, mainly 
for catalogue work. Five-day week 
Canteen facilities. Apply in writing 
in first place, stating age, experience 
— salary required, to Publicity Man- 


Box 3676 Ad. Weekly 180 Fleet St BC4 


ESTIMATOR /INVOICE CLERK for 
London, W.1 Advertising Agency 
Rapid and accurate worker; sound 
knowledge estimating print, artwork, 
etc. Able collate costs for, and type, 
invoices. G salary and prospects 
for first-class man : 
Box 3675 Ad. Weekly 180 Fleet St EC4 


up and coming agency 
WANTS 
LAYOUT ARTIST 


MUST HAVE THESE QUALIFICATIONS : 
! experience in designing for 
technical press 
2 some figure work 
3 knowledge of type 
4 modern outlook 


Write history and salary required 


to 
Box 3594 
Advertiser's Weekly 180 Fleet St €C4 


May 25, 


APPOINTMENTS VACANT 


1956 


This may be YOUR opportunity 
Advertising Manager of leading 
shoe manufacturers in Mayfair, 
London, requires a young man 
assistant with sound knowledge 
of production and printing to 
take over duties of 


PRINT BUYER 
and train for 
JUNIOR EXECUTIVE 
This vacancy is an excellent 
opportunity for someone with 
agency. experience who is con- 
scientious and is prepared to 
accept responsibility. Five-day 
week and amenities. 
Planned holidays will be considered. 
Write in first instance, stating 
age, experience and salary 
expected to A.F. :— 
Box 3602 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SELLING brings our Repre- 


sentatives an income up to £2,000 a 
year. We have an established and 
successful media, and are seeking 
Ladies and Gentlemen to cover all 
districts, but particularly in London, 
the Midlands, the North, Scotland, 
and Wales. Interviews usually 
arranged. Your town, giving full par- 


ticulars, to: Warwickshire Publishing 
Company, 13 Priory Road, Birming- 
ham, 


| TECHNICAL AND GENERAL 
ARTIST 


(Male) required by London 
studio. Good salary and comfortable 
working conditions. 

Box 3541 Ad. Weekly 180 Fleet St BC4 


LONDON OFFICE of 
AMERICAN AGENCY 


handling export advertising re- 
quires the services of 


YOUNG EXECUTIVE 


ASSISTANT TO 
MANAGING DIRECTOR 


should be between 
23-30 


with good education and with 
special knowledge of media and 
billing. 


Commencing salary £750- £1050 


Please give as full details as 
possible in first letter to 

Box 3660 
Advertiser's Weekly 180 Fleet St €C4 


TECHNICAL WRITER 


wanted by large engineering firm to 
compile technical publications, instruc- 
tion manuals, etc. Products include 
electronic and mechrnical instruments 
and filtration equipment. Ability to 
draw diagrams an advantage. Send 
details of qualifications, experience 
and wages or salary required to the 


Publicity Manager, 
SIMMONDS AEROCESSORIES 
LTD., 

Treforest Industrial Estate, 

Nr. Cardiff. 


Are you the VISUALISER 


we’re looking for ? 


Must be agency experienced. Used to handling all 


kinds of accounts. In return 


salary is good—superannuation—holiday 


arrangements honoured. 


Interested ? To find out more about it : 


@ ring GERrard 7335 ask for STUART BLOFELD 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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APPOINTME VACA 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


iii 


The DAILY MIRROR 


ASTRAL ARTS GROUP 
REQUIRE 


os 
LETTERING ARTIST 


First-class Lettering Artist 
sound practical experience. 


VISUALISER AND 
LETTERING ARTIST 

An all-rounder who can create quick 
visuals, some finished layouts and 
possesses a good knowledge of 
typography. 


with 


Please apply in writing to: 


THE DIRECTORS, 
ASTRAL ARTS GROUP LTD 


171, New Bond Street, 
London, W.1. 
GROsvenor 8711 (10 lines) 


ADVERTISEMENT 


TECHNICAL ARTIST 


ing Also a first-class Retoucher 
wanted. 
operating. Write 


Box 3525 Ad 


required with 
ability to produce Layout for Advertis- 


Bonus and pension schemes 


Weekly 180 Fleet St EC4 


EXPERIENCED 
TYPOGRAPHER 


required 


by medium sized agency. Must 
be capable of preparing typo- 
graphical layouts and adaptations 
for Press and Print on a wide 
variety of products. 


Write stating experience and 
salary required, to: 


Box 3662 
Advertiser's Weekly 180 Fleet St EC4 


WANTED 


POSTER 
SITE FINDERS 


London Firm of Advertising 
Contractors require capable 
Representative. Must be ener- 
getic and adaptable. Experi- 
ence in the trade and know- 
ledge of town and country 
planning regulations an ad- 
vantage. Application with 
brief details of experience to 
date and salary required. 
Box 3569 
Advertiser's Weekly 180 Fleet St EC4 


REPRESENTA- 
TIVE required for London and Home 
Counties by old-established industrial 
trade magazine. Age 30-45. Excellent 
opportunities. Pension scheme. Present 
staff are aware of this vacancy, Write 
im confidence stating age, experience, 
and salary required to 

Box 3627 Ad. Weekly 180 Fleet St EC4 


ADVERTISING REPRESENTATIVE 
for Midiands required for new nation- 
ally distributed publication Man 
already representing non-competitive 
media or full-time considered. Excel- 
lent permanent position. Classic Pub- 
lications Ltd., 91 Stoke Newington 
Church Street, London, N.16 Tel. 
CLI. 6991. 


APPOINTMENTS WANTED 


AVAILABLE 
Copywriter-Visualiser 


Thoroughly reliable. Long ex- 
perience in National Advertising. 
Freelance basis preferred. 


Box 3666 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICATIONS MANAGER, 39 
take complete control 
knowledge all departments. 
and keen. £1,200 p.a 
Box 3672 Ad. Weekly 180 Fleet St EC4 


Can 
Thorough 
Creative 


ADVERTISING ALL-ROUNDER secks 
change, London area, where good all- 
round knowledge of advertising can 
be utilised to fullest advantage. 16 
years’ experience includes Print pro- 
duction, Press display, Layouts, Ex- 
hibitions, Budget control 
Box 3669 Ad. Weekly 180 Fleet Sit EC4 


Some one NEW! 
ambitious man in view. .. 
Seeks position as Advertiser's Assistant. 
Experience in Advertising design, Visual- 


ising, Display, Press, etc. Early twenties, 
and at present visualiser. Young but KEEN. 


Box 3665 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING MANAGER of one of 
the world’s largest international adver- 
tisers available after July Ist for en- 
gagement in Britain or abroad. 
Background covers 14 years’ extensive 
experience, apart from war years, in 
all mediums of advertising, publicity 
and sales promotion in London 
Agencies and publicity departments in 
the U.K. and abroad. Has handled a 
wide range of both consumer and 
technical accounts in the Home and 
export field. Practical experience in 
marketing, planning, design, print, 
production, films, radio, agency and 
departmental administration. Only 
ae — senior executive appoint- 
ment e 37. 

Box i610 ‘Ad. Weekly 180 Fleet St EC4 


To Publishers of Trade and Technical 
Journals. 


Representation Required 


for Northern Counties by Top Flight Area 
Advertisement Manager for leading Tech- 
nical journal in Production Engineeri 
field for the last seven years. journals with 
scope for increased business are required 
Terms by arrangement. 


Box 3664 
Advertiser's Weekly 180 Fleet St EC4 


DISPLAY. Young man, 22, secks i- 
tion in studio. Keen. College trained. 
Modern ideas; lettering ability. 

Box 3671 Ad. Weckly 180 Fleet St EC4 


ACCOUNT EXECUTIVE, with solid, 
all-round agency experience (contact, 
copywriting, production, media—i.c 
an Advertising Man), seeks fresh 
opportunities a a _responsibic, stimu- 
lating post. 27. 

Box 3668 Ad. Weetiy 180 Fieet St EC4 


| 


j 
| 


PUBLIC RELATIONS 
EXECUTIVE 


with detailed knowledge of Middle East 
Countries is now available for full time 
employment or Consultations. 


Box 3670 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING REPRESENTATIVES 
(2), experienced, well introduced, own 
office, seek space or mail order pro- 
position. Commission, expenses 
Box 3507 Ad. Weekly 180 Fleet St BC4 


“ HAND-PICKED ” SECRETARIES 
available—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 


SALES AND WANTS 


FOR SALE. Milford-Astor Hot 
Multi Colour Printing Machine. 
tically new 
Box 3679 Ad. 


Press 
Prac- 


Weekly 180 Fleet St BC4 


MISCELLANEOUS 


PIN-UPS AND STOCK HEADS for 
Advertising Agents, etc. For particu- 
lars of studio facilities and more than 
1.250 models, including coloured 
people, contact Philip Gotlop, Photo- 
graphs, Ltd.. 24 Kensington Church 
St.. W.8. WEStern 4130. 


DESK SPACE in Ficet Street Studio, 
30s. inclusive, work available. ‘Phone: 
Fleet Street 2743. 

SLICK LETTERING, layouts and gen- 
eral art work done at the right price. 
Box 3673 Ad. Weekly 180 Fleet St EC4 

P.R. EXECUTIVE availabiec 
lance or short term contracts 
only. Complete programming 
Box 3503 Ad. Weekly 180 Fleet St BC4 

ARTIST. Reguler work 
class freelance artist. 
5555. 


for free 
London 


offered _first- 
Contact FLE 


FREE LANCE ARTIST. 
perience. Exhibition, 
general work. Tel. 


GREETING CARD 
ARTISTS AND DESIGNERS 


Greeting card manufacturers 
wish to contact artists able 
to design attractive cards — 
Christmas, Birthday and 
Special Occasion—suitable for 
general market. Novelty of 
design and/or fold of card 
particularly interesting. Roughs 
or artwork should be sent for 
consideration to 


A. MASON & CO. LTD. 
207 ST. JAMES'S ROAD 
CROYDON - SURREY 


20 years’ ex- 
Display and 
CUN 0918. 


PERSONAL 


COPY—PROOFS ——— 
delivered by Distr 
REGent 1026—191 Piccadilly, W.1. 


BUSINESS OPPORTUNITIES 


PRINTING — Brochures, Catalogues, 
Magazines, Works Newspapers—com- 
plete production, design, blocks and 

ing, franking and 
posting services. Competitive prices. 
Enquiries, Durnfries 
News, 86 High Street, Dumfries (468). 


maw f 


and Galloway 


FREE LANCE SERVICES & 


among many famous organisations use 
Proportional Instruments’ AWC Propor- 
tioner for efficient day to day working. 
PROPORTIONAL 
INSTRUMENTS 
make better equipment 
14, St. James” Street, Brighton. 


DISPRO LTD. Ask your printer about 
the wonderful high gloss, colour inten- 
sification and durability of Dispro 
Lamination—he knows ali about u— 
or ask us for specimens Dispro 
Limited, 36-38 Peckham Road, 
London, S.E.5. RODney 7171 (6 
lines). 


NATIONALLY Famous Sporting Per- 
sonality — for Publicity cam- 
paigns. Wri 
Box 3685 Ad. "Weekly 180 Fleet St EC4 


SPEEDY PRINT SERVICE 


Tee all oieshagaa and Sales literature. 
~and-White and 
}~ &. pheee litho. 
GOTHIC PRESS LIMITED 
Euston $845. 42 Street 
(Opposite Gt. Portland St. Station) 


AGENCY EXPANSION. 
sive Group 
would be 


Progres- 
Agencies 


of Advertising 
interested in coming to 
working arrangement with financial 
interest in expanding Agencies in 
Eastern England, South Coast and 
West Country. Progressive ideas 
would be brought into force to expand 
and develop Agencies. All information 
in strict confidence. Write, giving 
brief details only in first instance, to 

Box 3678 Ad. Weekly 180 Fleet St EC4 


ADVERTISING 
AGENCY 
WANTED 


A consultant who has built up a 
substantial business with a billing of 
approx. £20,000 p.a. in press adver- 
tising, lacks the necessary qualification 
of sufficient capital to obtain recog- 
nition and operate this side of the 
business profitably—all accounts are 
important rapidly expanding com- 
panies in the technical and consumer 
goods fields, with national and inter- 
national interests. The press appro- 
Priations are being increased quickly 
enough to be embarrassing. 

The Packaging, Marketing and Printing 
sides take care of themselves. 

The principal is open to suggestions 
that would give him a reasonable 
return for his past efforts but would 
relieve him of the financial worries and 
allow him more time to pursue other 
interests. 

This might be of interest to an Agency 
considering opening out in the pro- 
vinces, as it would provide a business 
in being with an economical turnover. 
The principal would retain a small 
interest if desired or remain as a 
director or manager by mutual 
arrangement. 

The office premises and equipment 
available is adequate and the sphere 
of influence is mainly North Midlands 
and North West. 


Replies from principals only to: 
Box 3593 
Advertiser's Weekly 180 Fleet St €C4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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Advertiser's 
Weekly le-= 


55]- (overseas) 


STOP PRESS 


New neon signs 


DOMINANT SPAGES sees 


Bovril and are being manufactured 
by the Electric Sign Co., Ltd. They 
will replace two signs which have 
| been on the north side of Piccadilly 
for a number of years. Planning 


are cheap in the SSS Tt 


Elizabeth Anderson to handle their 
press and public relations. 


NEWS CHRONICLE a= 


receive television pro- 
neuen from the Midlands trans- 
mitter at Lichfield. 


LPAA officers 


New officers of London Poster 
A 


COST PER SPACE PER 1000 SALE 


year-old bi-week!y, will at the end of 
June be merged with bi-weekly 
“Birkenhead News.” David L. 
| 1/9 Clackson will represent the com- 


6 | The “Birkenhead Advertiser,” 103- 
-_ 


11” x 3 cols 


13” x 5 cols 


bined publication in London. “In- 
creased wages” blamed. 


Portsmouth and Sunderland 
Newspapers Ltd. recommend final 
Ordinary dividend of 74 per cent 
for year ended March 31, 1956, 
making total for year of 25 per cent. 


“RAF Flying Review” has a 
guaranteed 140,000 print order for 
the September (Farnborough) issue. 


This edition will carry ia oft 
Daily Net Sale 1,437,564 (Subject to ABC audit) the SBAC Show. Copies wil gho 


A certificate of circulation pend- 
ing the issue of an ABC certificate 
after six months’ publication of 
“Modern Medicine of Great 
Britain” shows that distribution to 
doctors exceeded the guaranteed 
10,000 copies. 


NEWS CHRONICLE & DAILY DISPATCH Advertising for Henry Tetlow & 


Co., Ltd. manufacturers of Swan- 
WILLIAM MEMORY - ADVERTISEMENT DIRECTOR down cosmetics, is to be handied by 
Gevendish Publicity Service Ltd., 
who are also handling campaigns in 
trade press for Bentwood Chair 
Supply Co., Ltd., and in motoring 
and carvan papers for the Compac- 
Nik folding dining set made by 
Exclusive Furniture Ltd. 


Printed ry St. “Clements Press Limited, Portugal Street, Kingsway, London, Ww. C.2 


2, for ‘the roprietors, Business s Publications Limited, 
tered offices: 180 Fleet Street, London, E.C.4, England (W ¢ Propris 3388). 


registe 
Advertisement, Editorial and Sales office: Mercury House, 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388.) 
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